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uS silverplate... 


blocks of sterling silver 


The world’s 


most-used pieces 


That's w 
for c ristmas! 


“Bright Future” is your bright guarantee of record sales this month! Promote it the dazzling 





er 


EGE 








way ... a complete service for 12 in this impressive Holiday Drawer Chest. Blond or 
cherry finish. Available with all popular Holmes & Edwards patterns, $122.75 retail. 


HOLMES & EDWARDS 


Sterling Inlaid Silverplate 


A PRODUCT OF THE INTERNATIONAL SILVER COMPANY 





Specialists in... 


Right in the heart of the European diamond market we have our own offices constantly 
combing the markets to bring you the best values in fancy cut diamonds available. 
That is why hard to find diamonds are always in stock at William Levine with 
prices that defy competition. Marquises, emerald cuts, pear shapes, triangular cuts 
and heart shapes... all colors every quality in the sizes you want, to be 


shipped to you on memo at once. Phone, wire, or write... 


WILLIAM LEVINE COMPANY 


Importers ... Cutters 


29 EAST MADISON STREET *« CHICAGO 2, ILLINOIS » PHONE: ANDOVER 3-7447 
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WIND UP ‘54 WITH YOUR PROFITS SECURE 


Make Your Business More Profitable and Less Frantic 
Inventory Control—A Key to Continuing Success 
Know Your Leases 

Tailor Your Percentage Lease Carefully 

Stock Turnover—Key to Profits 

How to Get Rid of the "Dogs" in Your Store 
Protect Your Profits—If Disaster Strikes 


GENERAL 


Want to Sell Your Business? 
Tax Relief for You and Your Business. . 
Have You Checked Your Will Recently? 


MERCHANDISING AND PROMOTION 


The Profit-Potential That's in a Jeweler's Trophy Department 
Fashion Promotes Colored Jewels with Colored Furs 


TABLE TOP FASHIONS 


Meet the Challenge of Competition 
Make Your Sales Talk Sizzle 

Display Ideas for China and Glass .... 
They're New in Table Top Fashions 
Speaking of China, Glass & Giftwares 


TECHNICAL 


Color as a Guide to Gemstones 
Jewelry Making for Tradesmen and Craftsmen 
Workshop Questions and Answers 


DEPARTMENTS 


Speaking of the Jewelry Trade ....... 
Half Century Ago in Jewelers’ Circula 
They're New 

Briefly—The News in Brief 

News 

Coming Events 

Editorial 


ONE OF THE PUBLICATIONS 
OWNED, PUBLISHED AND COPYRIGHTED (1954) BY THE CHILTON CO., INC. 
Executive Office Editorial and Advertising Offices 
Chestnut and Séth Sts. © 100 E. 42nd St. 
Philadelphia 39, Pa., U. S. A. New York 17, U. S. A. 
OFFICERS AND DIRECTORS 
JOSEPH S. HILDRETH, President; P. M. FAHRENDORF, G. C. BUZBY, HARRY V. DUFFY, Vice 
Presidents; WILLIAM H. VALLAR, Treasurer; JOHN BLAIR MOFFETT, Secretary; GEORGE T. HOOK, 
MAURICE E. COX, TOM C. CAMPBELL, FRANK P. TIGHE, LEONARD V. ROWLANDS, 
ROBERT E. McKENNA, IRVING E. HAND, EVERIT B. TERHUNE, Jr. 


The Jewelers’ Circular-Keystone, published monthly and copyrighted by Chilton Company (Inc.), Chestnut and 56th 
Sts., Philadelphia 39, Pa. Entered as second class matter at the Post Office in Philadelphia, Pa., under the Act 
of Congress of March 3, 1879. 

Subscription price—United States or its possessions: one year $3.00. Canada: one year $5.00. Western Hemisphere 
countries (excluding United States or its possessions and Canada): one year $10.00. Other foreign countries: one 
year $15.00, single copies 35 cents in U. S. A. Subscription payable in advance. 
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THE COVER 


This beautiful holiday table setting— 
reproduced through the courtesy of 
House Beautiful magazine—radiates 
warmth and charm. Contributing 
factors are the Reed & Barton silver, 
Lenox china, Tiffin glassware, and 
Carvel Hall cutlery. For merchandis- 
ing and promotion ideas on table 

top fashions, turn to page 92. 


om @ mm 


P. M. FAHRENDORF, President 

and General Manager 

LANSFORD F. KING, Editor 

PETER SILVERI, Associate Editor 
RICHARD ELLANEY, Associate Editor 
THOMAS J. HIGGINS, News Editor 
MADELINE LOVE, Gifts Editor 

JOHN E. McGINN, Art Editor 
GEORGE BAKER, Washington Bureau 
RAY M. STROUPE, Washington Bureau 
NEIL R. REGEIMBAL, Washington Bureau 
National Press Bldg., Washington, D. C. 


PAUL WOOTON, Washington Member of 
the Editorial Board 


JOHN J. BOWMAN, Technical Consultant 
DR. FREDERICK H. POUGH, Gem Consultant 
WINIFRED PARKER, Fashion Consultant 
VIRGINIA DIXON, Display Consultant 


BUSINESS STAFF 


ROBERT WATSON, Production Manager 
A. V. ANSEL, Reader Service Manager 


New York 

RAY V. LAWRENCE 

MADELINE LOVE 

ARTHUR J. TUVERI 

JOHN W. WYATT 

100 E. 42nd St., New York 17, N. Y. 
OXford 7-3400 


New England 

E. P. LINGHAM 

420 Ind. Bank Bldg., Providence 3, R. |. 
Gaspee 1-5281 

10 High St., Boston 10, Mass. 

Liberty 2-4460 . 


Chicago 

WILLIAM E. COMISKEY 

29 E. Madison St., Chicago 2, Ill. 
CEntral 6-3735 


West Coast 

J. G. DAVENPORT & ASSOC. 

2412 W. 7th St., Los Angeles 5, Calif. 
DUnkirk 2-6254 


Los Angeles 

HARRY R. TERHUNE ’ 
201 Oceano Drive, Los Angeles 49, Calif. 
ARizona 3-6270 
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to retail jewelers by HAMILTON WATCH COMPANY, LANCASTER, PENNSYLVANIA 





SAYS YOU CAN’T PLEASE EVERYBODY? 


SAYS YOU CAN... 
WITH THE 


NOW ...with this one versatile style, you can 
sell the man who likes the comfort and convenience 
of an expansion band... AND the man who 


likes the rich, masculine look of leather! 


presents expansion bands, combining the beauty, the 
dependability of exclusive ‘Fluid Spring’ construction... with panels of 


alligator leather, contour-curved to fit the wrist snugly, smartly. 


Available in two designs, as shown, each with straight or curved 


eYarok wn sYohin oi -Kilelalemeon Zell lolol (-Milamele) fobs dli(-to Mela scollal (sss (-1-1 8 


In gold-filled with brown or black alligator leather — only $7.95* FTI. 
In stainless steel with black or grey alligator leather only $6.95**. 


Styles.6190, 6165 Styles 6290, 6265. 


Gift-packaged in the rich and distinctive new ‘‘Show-Off” 
box, they make irresistible gift buys! 


YOUR SALESMAN WILL SHOW YOU 
THE MEDALIST AND OTHER FAMOUS -ET TO 
IDEAS THAT STOP TRAFFIC AND START SALES. 


Make your business look alive with the BRETTON line for '55! 
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¢ te can compare 
with the treasured Ring 
of the Bells of Good Cheer 


at the year's festive end — 


And as they peal 


throughout the world, 
we add our sincere, best wishes 


fora Peaceful and Happy World 


to all our customers 
and good friends everywhere. 


Conn, 
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FOR QUALITY LADIES & GENTS’ STONE RINGS 

FALCON STONE RING MANUFACTURING COMPANY, Inc 
KARLAN & BLEICHER 


*K 
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188 WEST FOURTH STREET NEW YORK /4N YK  oftices IN CHICAGO AND LOS ANGELES 
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HERE TODAY... 





HERE ... TOMORROW 
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The streamlined beauty of R. F. 
Simmons quality gold filled will sell 
for you today . . . will sell for you 
tomorrow. 


If your destination is sales . . . your 
ticket is on the R. F. Simmons quality 
gold filled stream-line. 





Gold filled and genuine onyx stone 
Ladies’ Set LS373 $30.00 
Suggested Keystone plus 10% tax 












MS164 $13.00 Suggested Keystone 
plus 10% tax 


Gold filled Men’s Set 
MS404 $13.25 Suggested Keystone 
plus 10% tax 


R. F. COMPANY 


ATTLEBORO, MASS. 


MAKERS OF QUALITY GOLD FILLED JEWELRY FOR OVER 80 YEARS 
SOLD THROUGH A SELECTED LIST OF WHOLESALE JEWELERS 


Canadian Distributor: JACK W. LEES, 44 King Street West, Toronto, Ontario 
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Size is added to any diamond held in this completely NEW 
illusion setting. The design and entire styling are new and 
truly fashion-wise... blending many features of better settings. 
The heart-piercing on the side is a new design in our line 

and coupled with the continuously popular three bead corners 
adds a note of quality and grace. 


An elongated prong permits a wide range of stone sizes 
to be held in any one setting. The setting is substantial and 
secure but not too heavy. Larger sizes particularly carry 
less weight than other comparable designs in our line. 


Available in four sizes, it will accommodate a full range 
of stones from 1/8 carat to 1 carat sizes. Available in 10% 
iridio-platinum, jewelry palladium and gold. 


Write for folder showing complete size range. 





BAKER PRECIOUS 


&€& COMPANE, (HE. 


METALS 























113 ASTOR STREET, NEWARK 5, NEW JERSEY 






NEW YORK * SAN FRANCISCO + CHICAGO + LOS ANGELES 


HAND CARVED 


Matched Wedding Ring Sets 


exclusively 


designed by 


Each set is a portrait of HAND CARVED loveliness ... each set 
the original creation of jewelry designer Fred Barel, famous 


throughout the nation for his superb master artistry. 


BAREL BRIDALS are your best buys and best sellers because 
they are superior in craftsmanship and un-surpassed in 
value. Naturally, they are the choice of modern brides 
and grooms who recognize ... and insist on... HAND 


CARVED matched wedding ring sets of distinction. 


Sold Directly to the Retailer by the Manufacturer 


Mats Available Free Upon Request 


24-Hour Service On All Special Orders 
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Microscopic photos prove superiority of 


Waterman's ypfie 




















Conventional steel ball point (enlarged 250 times) after two weeks of 
continuous writing. Microphoto reveals that the surface of the steel Ac ee 
ball is scratched and pitted. This causes an uneven flow of ink, Waterman’s Sapphire point (enlarged 250 times) after 
tends to pick up paper lint, and forces the writer to exert more two weeks of continuous writing. Note that the 
pressure on the pen. Sapphire point is almost perfectly smooth which 
explains why the Sapphire retains all its original 
fine writing qualities throughout its entire life. i 






—— 
————— 


i 





Here’s further evidence that the Sapphire i 
point outperforms all others... 


MZ>=zDMAyS 





The point of Waterman’s Sapphire Pen is a microscopically-precise synthe- 
sized sapphire, the same jewel chosen for the most delicate medical recording 
instruments and for bearings in fine watches. 

The magazine, MATERIALS & METHODS, spokesman for the materials 
engineering industry, outlined five key properties of these sapphires in its 
June 1954 issue—hardness, corrosion resistance, low-friction surface, heat 
resistance, and lint resistance. 

Here’s how these properties account for the superior performance of 
Waterman’s Sapphire pen: 


HARDNESS-—The perfect sphere of CORROSION RESISTANCE— Acids will not | 
| 





Waterman’s Sapphire point cannot be affect the Sapphire point. 
deformed or defaced in use. 


LOW-FRICTION SURFACE—Waterman’'s HEAT RESISTANCE—Waterman’s Sapphire 


Sapphire point has a greater affinity for point does not expand or contract— 
ink—writes immediately upon contact writes smoothly, even under extreme 
with paper. heat or cold. 


point does not attract lint or other for- 
eign matter—always writes a clean, true 
line. 


| 
LINT RESISTANCE—Waterman’s Sapphire | 





This evidence proves that you can sell Waterman’s Sapphire in complete confidence— 
that your customers will be more than satisfied with its outstanding writing qualities. 
And thanks to the increased production needed to satisfy fast-growing demand for | 
this beautiful pen, we now offer the Sapphire at the new easy-to-sell price of $5.00, 
tax included. Also available in sets with matching pencil starting at $10.00, in 14K \ 
Gold Filled, Sterling Silver, and Rhodium. 
NOW —Greater-than-ever volume makes possible new low price on long-lasting 
Sapphire Refills containing Waterman’s exclusive no-transfer Endura ink . . . 75¢ list! 


WATE RMAN PEN COMPANY, INC., i De Forest Street, Seymour, Conn. 
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take your pick... 


Choose any ring. You can’t go wrong with 
BRISTOL styling and quality for BRISTOL 
price. Manufacturers of 18K Gold, 14K Gold, 


10% Irid. Platinum and Palladium Diamond 
Rings. 


your best buy is BRISTO BRISTOL SEAMLESS RING COMPANY 


71 Nassau Street, New York 38, N. Y. 
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FOLLOW THE TREND TO PIERCED EARS WITH BALLOU QUALITY FINDINGS 


With this brilliant number, Ballou pre- —— of the die work, in all cases incorporated 


sents a new Series of ear wires for pierced {|\ in constructions that have no weak points. 


ears. It is available with several companion 4 4 : « © 


The rapidly growing 


numbers of button and drop wire types. _,,'in¢ incuses a This line is available in 10K and 14K 


full range of drop 
wire numbers. 


Item No. 221 dramatized above demonstrates Gold and in Sterling Silver. Send for supplemen- 
the quality features always found in Ballou tary catalog sheet to B. A. Ballou & Co., Inc. 


products, — the full cut threads, the perfection 61 Peck Street, Providence 3, Rhode Island. | 





FINDINGS—— 


SOLD TO THE MANUFACTURING TRA 
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MATS AVAILABLE 


From $75.00 
Keystone to 


$500.00 













DIAMONDS 

ENLARGED 

SYNTHETIC 
TO 

SHOW 

DETAIL 





From $60.00 
Keystone to 
$500.00 


Enjoy plus business by selling Linde 
Star sapphires and rubies as hand- 


GOODMAN somely styled by Goodman & Co. Linde 
|—62& COMPANY synthetic stars have captured the magic 


Since 190 ? and beauty of the natural stones and are 












Makes of Fine d the same in composition, hardness, cause of 
42 W. WASHINGTON ST. _ Star effect, type of star, specific gravity and 
INDIANAPOLIS 4, IND. Toh Una i 


ence — for Linde stars are available at only a 
fraction of the cost of mined sapphires and rubies. 
Me: —s a Pie ca oe OP ie : ‘ 

Have openings for salesmen in the East, Mid-West and West Coast. Please write. 
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SETTINGS 
and 
SHANKS IN 





SERIES 485 





GOLD-PLATINUM-PALLADIUM 


Write for Free Illustrations of Various Styles 
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SERIES 440 





Cs ) ACCURACY 


HONESTY (G2 
KARAT REFINERS & SMELTERS ‘ JEWELERS 
GOLDS FOR HALF A CENTURY PALLADIUM 


Send us your Sweeps, Filings and Scrap 


JOSEPH B. COOPER & SON unc. 


25 West 47th St. ©@ Phone JUDSON 2-3095 ©@ New York 19, N. Y. 
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Never Be 


More Opportunity 
to Make More Profit 


with INCREASED 
GOLD no.” | eennees 
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20,000,000 people . . . with Dave Garroway “e 
reaching 20,000,000 more on REP ... and 


everybody (AS) about Gold Filled 


Never: have you had more opportunity to sell 








And here’s how you can cash in: 





STOCK .... make sure your stock of Gold Filled items is large enough to provide a 
good range of selections. Don’t be caught short. 


DIS PLAY ... let the national promotion build your store traffic. Use and identify 
Gold Filled items in window displays. Group Gold Filled items in counter displays. 


IDENTIFY .... instruct your clerks to identify each Gold Filled piece as Gold Filled 
when selling a customer. Take advantage of the pre-selling 
done by national advertising. 


EXPLAIN ... make sure everyone in your store 
can give a lucid explanation of Gold Filled and how it 

differs from less expensive plates and 
washes. If you would like a booklet 
explaining Gold Filled, just 
write to the address below. 
It will be sent you 
without charge. 


+} - , Manufacturers Association 
PN iit -yeoko) comm F-t-t-y- Lota lO E-T-3 40-5 
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ABSOLUTE CLEARAN 
MAXIMUM DIAMOND 





LOOK FOR THE NAME in the shank of every 
Feature Lock Mounting. It’s your assyrance 
of the TRIED, TESTED and PROVEN product 
of the company that is ‘Years Ahead in Ex 
peri Feature Lock! 








| ity EXTRAS That SELL! 
SOLD ONLY THROUGH __ : : 
WHOLESALE DISTRIBUTORS © 





READY SOON! 


Our new 1955 catalog and 
newspaper mat service includ- 
ing our sensational 


DUAL-ACTION 


Interlocking Sets! 





MANUFACTURING 130 WEST 46th STREET 
JEWELERS J NEW YORK 36, N.Y. 
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**Man— 


I’m real gone 


on that glitter 
stuff FOSTER’S 
hep guys in 
Attleboro have 
added to their 


watchband line. 











It’s the most! *” 








she : y . : a é. 
. | Ll - 
— j , f f 
ind oe 
id- , H : * . 
For the New Year — a repeat sensation as great 
N as Foster Metal Products, Inc. entry into the 
5! watchband field. Showing soon. Wait for it. 
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DON'T LOSE SALES 


These are just a few of the exquisitely styled 
Sewelry AVAILABLE ON CONSIGNMENT 
. . you can count on our cooperation... 


just let us know what you want. 


S. Korff & Son 


914 Walnut St., Phila. 7, Pa. 
WaAlnut 2-1253 


wy te 
oe 
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All prices keystone 
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lending a sophisticated charm peculiar to 


itself .. . Chain accents the “out-look” for the 


Ps cal 





smartest handbag fashions destined to 








lead in popularity during the coming 









season. As in the past there is no 






substitute for chain for this purpose. 
CHAIN is strong . . . Chain wears 


forever .. . and good quality machine 














Chain has beauty and decorative 






features unattainable with any other 






medium. Always insist on good quality 


chain . . . especially in HANDBAGS. 








Take pride in the chain YOU sell . . . select it for QUALITY and appeal 






MACHINE CHAIN MANUFACTURERS ASSOCIATION 


ATTLEBORO, MASSACHUSETTS * P.O. BOX 623, PROVIDENCE, RHODE ISLAND * MAPLEWOOD, NEW JERSEY 
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Chain 


Everything in 
Gold Filled 


Gold 


Silver 
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INTERLOCKING 


Your customers love to wear 
it as a charm in glorious 
tribute to their bliss 
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“For the gifts you'll give with pride, let your jeweler be your guide” 
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from your friends 
across the seas 
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more than an alarm wrist watch 


proved one of the most accurate watches in the world 


The only alarm wrist watch that rings clearly, 
on or off the wrist! 


Still unsurpassed for accuracy —among all types of watches! 
World-famed for its precision movement. 


Still the watch worn and recommended by prominent men 
of business, government, professions, TV, radio! 
Preferred for its unusual versatility and accuracy. 


New: unbreakable alarm spring. Vibration-protected. 
Dustproof. Slimmer, handsomer styling than ever. 


Complete line of outstanding men’s and ladies’ watches. 


Gold-filled, stainless steel back 
Stainless steel 
14K gold 


(including Fed, tax) 


VULCAIN WATCH COMPANY, INC., 630 Fifth Avenue, New York 20, N.Y. 
WEST COAST: Herbert A. Wood, 649 South Olive St., Los Angeles 14, Cal. 
MIDWEST: Paul H. Samuels, 55 East Washington St., Chicago 2, IIl. 
SOUTHWEST: Wm. E. Grinnell, 3324 Lovers Lane, Dallas 5, Texas 
CANADA: Norlé Ltd., 637 Craig Street, Montreal, Quebec 


U. S. PATENTS: 2554402, 2568795, 2644294 
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I. D. We ‘ / 
watch cases... ( i 


they’re the best fa Le ee 







IF YOU’RE SELLING 


WATERPROOF 
a WATCHES... 





~~. 


follow America’s leading watch 
manufacturers — feature I.D. 
water-proof watch cases... 
exclusively! 


Take the best-selling watches in any 


jewelry store and exam*e the cases. In 
Watch Case Factory 
the most modern, fully- 
sipped plant — almost 1 
sore block in size. 


most cases you will find they bear the 
trade-mark of certified water-proofing ... 
the |.D. name. 


here’s why! 


whether it's the fine, wafer-thin case or a 
heavy-duty flange back. ... it’s precision 
made by |.D. expert craftsmen in one of 
the most modern, superbly equipped plants 
in the U. S. Every style ...and there are 
hundreds, is mirror-lapped ... hand pol- 
ished and designed in either water resis- 
tant or waterproof cases — tested under 
Federal Trade Commission -Regulations. 
This is your guarantee that they are worry 
proof. 


I1.D. WATCH CASE CO., INC. 


Serving Watch Manufacturers and Importers Exclusively Since 1910 


GENERAL OFFICES AND FACTORY: 
137-11 90th Avenue, Jamaica, L. |. * JAmaica 3-8700 


|.D. features ‘cases in chrome, steel back; 
all stainless steel; yellow aluminum, steel 
back; 10K Rolled Gold Plate, steel back; 
10K Gold Filled, steel back; and in all 


NEW YORK OFFICE: Joseph Dinstman, Paul Korman, 580 Fifth Ave., Tel. PL 7-6373 * CHICAGO 1-4 Ga @yellon 

OFFICE: William Bart, 29 E. Madison St. * LOS ANGELES OFFICE: Leonard J. Ravven, 215 West 

5th ; If you now sell waterproof watches that 
St.¢ EASTERN AND CANADIAN REPRESENTATIVE: Dave Kay, 15 Maiden Lane, New York, N.Y. 


do not carry the |.D. quality trade mark, 


write to the manufacturer and tell him to 

get the I.D. story. You'll be getting 100% 

Yo protection for yourself and your cus- 
r 


tomers, without paying one cent extra! 
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PROVIDENCE 
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NS - Come on in eee 
the selling’s fine! 


Make it easy for folks in your community to find you. Reach them through 
the buying guide they depend on — the ‘yellow pages’ of the telephone 
directory. 




























































































Your advertising messages in the ‘yellow pages’ put important informa- 
tion about your business in homes all over town. In addition to reminding 
old customers of your name, address and telephone number, they are a sure 
way for reaching newcomers and telling them about the branded merchan- 
dise, products and services you have to sell. 


Adequate identification of your business in the ‘yellow pages’ will help 
increase sales. Talk it over with your ‘yellow pages’ representative. 


E yeont Tp . 


FOR FURTHER INFORMATION CALL YOUR LOCAL TELEPHONE BUSINESS OFFICE a( 
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DIAMONDS U.S.A. AWARD 


to 


GRANAT 


Achieving recognition 






oe 


and honor among the foremost creative jewelers of America, 
Granat Bros has been accorded" Diamonds U.S. A.” award for distinguished excellence o! 
design —the first in jewelry history specifically for creative design in diamonds — 


presented at ceremonies in New York City 





SAN FRANCISCO 8, CALIFORNIA 
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Sold by Leading Jewelers 
l 
pAROUTEL: 


throughout the world. 
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top opportunity 
for 4 top salesmen! 


The ever increasing demand for FLEX-LET Watch Bands 





plus the great success of Beau Brummel Men’s Jewelry 


Fashions has resulted in the need for 4 additional salesmen. 


= Here’s a lifetime opportunity for 4 jewelry 
= a oe salesmen, accustomed to substantial earn- gay ges oom oo om 
ings — men who understand the retail 
jeweler’s problems. 






















fF «Must believe in the Flex-Let policy of help- 
ing the jeweler create sales; and must know 
how to present, aggressively, the in-store 
promotion ideas and materials we prepare. 


= The men who qualify will benefit by excel- 
lent territory, top compensation arrange- 
ments—plus powerful TV and [WJJq adver- 
tising support. 


Apply by letter only, giving age, names and 
dates of previous employment, ‘positions 
held, earnings received and if available im- 
mediately for sales training. 





Strictest confidence guaranteed. Write to: 


Jules Hochman, Vice President—Sales 


FLEX-LET CORPORATION 


Executive Offices: 580 Fifth Avenue, New York 36, N. Y 
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It’s happening .... 








North, South, East, West! A small 
store of fine standing in Rhode Island 
sends us small surplus stocks several 
times a year. A chain of stores in the 
south sends us surplus shipments of 
watches as large as $10,000. From a 
distant island have come parcels of 
diamonds. Silverware surpluses are an 
almost everyday occurrence. And gold 
rings rain in from everywhere. Most 
often these people have never met us 
in person, know us only by reputation. 
They know that selling their surplus 
stock means open-to-buy for wanted 
merchandise. And they know that 
sending surpluses to Gordon Brothers 
means the quick answer of a check in 
payment while the stock is kept intact 
awaiting their approval. Right after 
a good Christmas season (we hope) 
when you take inventory, send your 
surplus, too, to Gordon Brothers! 


Stories from our 51 years’ 
experience with truths of 
just as great significance today. 
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BOOKS . 


Our book department offers the following list of selected works pertaining to 
the JEWELRY and KINDRED TRADES, subject to editions being ‘'in print’’ at the time 


orders are received. We can supply titles from leading publishers. 


quoted are net. No accounts opened for book purchases. 


anywhere in the United States. 


All prices 


Books sent post-paid 


For the Gem Expert, Connoisseur and Student of Gemology 
























































GEMS AND GEM MATERIALS $6.00 STORY OF THE GEMS $4.00 POPULAR GEMOLOGY $4.15 
Drs. Kraus & Slawson H. P. Whitlock R. M. Pearl 
A KEY TO PRECIOUS STONES 3. STORY OF DIAMONDS =S . $1.85 GEM IDENTIFICATION CARDS $7.50 
aepieuni so ren ngenge mgt $1.25 oc 
GETTING ACQUAINTED WITH MINERALS $4.50 Robert M. Shipley a —— $6.50 
nasil me : qr as” sa meee OF ioo-unins OF 
REV ichard T. Liddicoat, Jr. 
ye pleas $3.00 GEM TESTING $5.00 MINERALS $4.15 
° B. W. Anderson, B.Sc., F.G.A. Edward Wigglesworth 
A ROMAN BOOK ON PRECIOUS STONES $6.75 GEMSTONES $8.50 DIAMOND TECHNOLOGY $10.00 
Sydney H. Ball G. F. Herbert Smith Paul Grodzinski 
For the Jewelry Repairer, Engraver, Designer, Plater and Enameler 
JEWELRY ENGRAVER’S MANUAL $3.50 PRINCIPLES OF ELECTRO PLATING AND JEWELRY, GEM CUTTING & METALCRAFT $4.50 
MIN 
JEWELRY MAKING AS AN ART EXPRESSION $6.50 Blum & Hogaboom saad 
D. Kenneth Winebrenner ENAMELLING ON METAL $3.00 
JEWELRY DESIGN AND APPLIED DESIGN $25.00 —- TESTING PRECIOUS METALS $2.50 Louis & Elie Millenet 
C. A. Jakobb C. M. Hoke 
JEWELRY AND ENA . 
—- $4.50 THE JEWELERS’ DICTIONARY 0 OS 
REFINING PRECIOUS METAL WASTES $7.50 (New Second Edition) Murray Bovim Cloth Bound $3.75 
Se 3,033 RETAILING IDEAS $3.95 ee 
ART MON ; 
——eeee Emanuel Lyons THE TRADE MARKS OF THE JEWELRY & 
(Special 18th Edition—Paper Cover) $2.50 ’ KINDRED TRADES (New 6th Edition) $7.50 
19th Edition—104 Pages—Hard Cover $6.09 “ND -MADE.EVELRY $3.25 
METALCRAFT AND JEWELRY $3.25 THE JEWELER'S MELTING POT $4.25 A HISTORY OF JEWELRY, 1100-1870 $17.50 
Emil F. Kronquist Frank J. Herman Joan Evans 
For the Skilled Watch and Clock Maker, the Apprentice and Student 
RULES & PRACTICE FOR ADJUSTING WATCHES $3.50 THE SCIENCE OF CLOCKS AND WATCHES $5.00 PRACTICAL COURSE IN HOROLOGY $3.25 
W. J. Kieinlein (2nd Edition) Harold C. Kelly 
PRACTICAL BENCHWORK FOR HOROLOGISTS $5.00 yonotogy nn” s4.s9 INTRODUCTORY COURSE 
Louis and Samuel Levin J. Erie Haswell, F.B.HLI. OW CHROHOGRAPES oie 
THE MODERN CLOCK $4.95 KNOW THE ESCAPEMENT (New Edition) $5.00 
a $4.50 Ward L. Goodrich Barkus Watchmakers 
PRACTICAL NOTES FOR THE WATCHMAKER $3.50 250 
KEYSTONE WATCH REPAIR RECORD BOOK $2.75 — Edition) — — ' 
. A. berner 
WATCH ESCAPEMENTS $3.50 PRACTICAL WATCH REPAIRING $5.00 THE WATCH REPAIRER’S MANUAL $6.00 


Dr. James C. Pellaton 


Donald De Carle 


Henry 8. Fried 


On Silver for the Jeweler, Coilector and Antiquarian 





THE SILVERSMITH’S MANUAL 
Bernard Cuzner 


$2.50 


ENGLISH SILVER (1675-1825) $5.00 
Stephen G. C. Ensko and Edward Wenham 


THE PRACTICAL BOOK OF AMERICAN SILVER $6.00 
Edward Wenham 


OLD SILVER, ENGLISH, AMERICAN AND 
FOREIGN 
S. B. Wyler 


$5.00 


THE STERLING FLATWARE PATTERN INDEX 





1953 tion 


Without Binder 
With Leather Binder 


THE JEWELERS’ CIRCULAR-KEYSTONE 


100 East 42nd Street, New York 17, N. Y. 


Check or money order must accompany all orders. 





$15.00 
$20.00 


Do not send cash. Prices subject to change without notice. No books sent en approval. 
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Towne Watch Company... 
»».. Parke Diamond Rings 


DIVISIONS OF 


BEN GOLDBERG & CO. 


CHICAGO 2, ILL. 
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Jewelry manufacturers know the power 






Here's your Merry Christmas selling list of 
jewelry store products which will be advertised in LIFE 


during November and December: 


American Photocopy Equipment Cc 


—APECO 
Ansco 
Argus Cameras 
Atmos Clocks 
Bell & Howell Movie Cameras 
Bolex 
Burroughs Adding Machines 
Buxton Wallets 
Clinton & Wolbrook Watches 
Community Silverplate 
Coro 
Craftsmen Billfolds 
Croton Watches 
De Beers Diamonds 
Diamond Council of America 
Elgin Watches 
Esterbrook Pens 
Fisher Pens 
Flex-Let Watch Bands 
General Electric Clocks 
Gibson Greeting Cards 
Girard-Perregaux Watches 
Gold Filled Manufacturers 
Graflex Camera 
Gruen Watches 
Hamilton Watches 
Helbros Watches 
Herold Cameras & Electric Clocks 
IBM Typewriters 
Incabloc 
Jewels by Bogoff 
Keepsake Diamond Rings 
Keystone 


Kodak 


Krementz 

LeCoultre Watches 
Marathon Co.—Kiddiekraft 
Norelco 

Papercraft— Xmas Gift Wrappings 
Paper Mate Pens 

Parker Pens 

Polaroid Cameras 
Remington Rand Electric Shavers 
Revere Cameras 

Richoflex Cameras 

1881® Rogers® Silverplate 
Ronson 

Royal Typewriters 

Schick 

Scripto 

Shavex 

Shields’ Men’s Jewelry 
Skyline Slide Projectors 
Smith Corona Typewriters 
Sunbeam Shavemasters 
Swank Men’s Jewelry 
Taunton Pearl Jewelry 
Telechron 

Texon Luggage 

Timex Watches 

Tissot 

Trifari Watch Company 
Uncas Kiddiegem Jewelry 
Wadsworth Watches 
Watchmakers of Switzerland 
Westclox 
Westinghouse 

Winton Watches 

Zippo 


Note: Because of late closing dates, additional manufacturers may be scheduled. 





9 Rockefeller Plaza, New York 20, N.Y. 


First in magazine circulation 
First in magazine audience 
First with magazine advertisers 
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Helzberg’s Diamond Shops, a chain of 11 jewelry 
stores with headquarters in Kansas City, Mo., are 
known as the Midwest’s largest jewelers. 

Helzberg’s has just completed its sixth ‘‘Adver- 


499 


tised-in-LIFE” promotion and Mr. B. C. Helzberg, 











of LIFE... and so do their retailers! 


President of the firm, had this to say about it: “As 
usual, our recent LIFE promotion was a real sales 
success. There is no better way for us to spotlight 
the famous brand names we proudly feature in our 
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The tasteful simplicity of this 
effective display window 

in Helzberg’s Plaza Store 

shows how perfectly LIFE promotion 
materials complement any décor, 
stimulate consumer interest 

in the products displayed. 


Helzberg’s interiors, as shown 

in this photo of the Downtown Store, 
utilized the LIFE motif to great 
advantage. The colorful counter 
cards and placards kept consumer 
interest high throughout the days 











of the promotion. 



















WANTED 


SALESMEN 


LOOSE DIAMONDS 





Leading diamond concern seeks several able 
men. Weare looking for jewelry salesmen, 


preferably with loose diamond experience, | | 


who are go-getters and who expect their 
efforts to be rewarded. 


If you are looking for a permanent, self- 
satisfying and financially rewarding posi- 
tion, answer by mail attention “W” and 
give full details. 






rare jewels of the world 


. ae 
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£7) HARRY WINSTON. 
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7 EAST 51s: STREET, NEW YORK 
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Send for this free business-sparking display sign. Place it in an 
easy-to-see spot. It’s plastic-coated, washable and easel-backed. 
Just drop us a note on your letterhead. Write today to Platinum 
Metals Division, The International Nickel Company, Inc., 67 Wall 
Street, New York 5, N. Y. 

























, 


Your old or broken jewelry 
can be beautiful and new 











MNudeinge your old pieces 
with gleaming wito| “7 Wh Lili 


A Precious Metal of the Platinum Group 


<Precious gems from 
your old-fashioned 
jewelry. 

















a. 



















| There’s hidden treasure in your jewelry box! 
...plus a modern, 


Out-of-date jewelry you don’t wear has little practical gleaming white palla- 
value. Yet the gems can be beautifully reset in precious dium mounting. 
| Palladium. Let us show you the many modern and 
striking mountings which are quickly and economically 
available. 


If you’d rather, we’ll make a distinctive design espe- 
cially for you. You'll be pleased with the low cost. It’s 
the wonderful way to get yourself a new ring, a new 
brooch, ear-clips, or whatever you want. 













...and you have a new 
and exciting ring at 


minimum cost! 
TONE 
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INTEGRITY 














Your Key To Success And Profits 


The keystone for success for the retail jeweler is stamped 
with the word Integrity—honest value for every dollar— 


honest representation for every sale. 


Longines-Wittnauer watches are that kind of merchandise. 
They have Integrity. They have reputation and prestige. They 


are in volume demand for today’s sales. They have in-built 





quality which assures long-term customer satisfaction. Every 
Longines-Wittnauer watch is fairly priced, gives the customer 
honest value for his dollar, yet gives you the maximum 


possible profit. 


As a man is known by the company he keeps, so a jeweler is 


known by the merchandise he features. To feature Longines- 





Wittnauer watches is one good way to foster your business 


security—your business future. 


Season's Greetings From 


cnyinesWillnauer Vache latch Co, Ine. 


Since 1866, maker of watches of the highest character 
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il ven pulling power of a printed 
advertisement lasts as long as 
there is a reader to read it—anytime, 
anywhere. This was demonstrated 
recently when a 32-year-old adver- 
tisement for an Elgin watch proved 
to be as good as new. Donald Quine- 
wan of Outlook, Washington, spotted 
the ad in a copy of a 1922 New York 
newspaper. It showed an Elgin pock- 
et watch, priced at $14.98, which 
could be purchased for $2 down. A 
knife and chain was thrown in free 
by the advertiser, L. W. Sweet, Inc., 
1650-1660 Broadway. 

Mr. Quinewan dispatched a letter 
to New York, enclosing the ad. All 
he wanted to know was, “Is it still 
good?” Finlay Straus, who are suc- 
cessors to L. W. Sweet, decided the 
ad was good as gold. They called 
Elgin and turned up a gold pocket 
watch similar to the one advertised. 
With a knife and chain, it was sent 
across the country to Mr. Quinewan. 

Finlay Straus lost about $18 on 
the transaction, but sold the watch 
for the exact price advertised: $2 
down and $1.30 a month for 10 


months. 


© © 
F posted book, Hockshop, by Wil- 


liam R. Simpson and his sister 
Florence, relates entertaining adven- 
tures in the New York pawnshop 
business of the Simpson family. It 
would be expected that such a book 
would have a story about diamonds 
in it and it does. 
Mrs. Evalyn Walsh MacLean 
needed a little ready cash—$36,500 
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—and offered Simpson as security 
the fabulous Hope diamond. When he 
arrived at her home, Mrs. MacLean 
was unable to find the valuable stone. 
Suddenly it came to her where it 
might be. She called, “Mike! Here, 





Be Sure to 
SAVE 
Your Copies of JC-K 


What can be more annoying 
than trying to recall in just 
which issue of JC-K you saw 
that valuable idea on merchan- 
dising ® window display @ ad- 
vertising @ stock control @ the 
idea you want to use now? 

To save searching, to save 
writing, to save you the loss of 
a good idea, an index has been 
prepared of all the feature edi- 
torial material in the 12 issues 
of JC-K for 1954. This valu- 
able merchandising tool will be 
presented in the form of 


The Jewelers’ Circular-Keystone 


ANNUAL EDITORIAL 
INDEX 


In the January 55 Issue 


LOOK FOR IT! USE IT! 
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Mike!” A great Dane bounded into 
the room, and around his neck shone 
the beautiful necklace of 72 dia- 
monds, centering on the famous 4414 
carat blue stone. 

Incidentally this new book, now 
available at bookstores, is a fascinat- 
ing account of a business wherein 
characters, places and companies in 
the jewelry industry are woven 
through a nostalgic biography. 


© © 


HE item “Whatever happened to 

the gold watch?” in a recent 
issue of Printers Ink found W. T. 
Bell, director of presentation sales, 
Hamilton Watch Co., on the alert. He 
fired off a letter to the magazine to 
answer their question. He stated 
that “the gold watch is far from go- 
ing out of style but is actually get- 
ting a more prominent place all the 
time.” He mentioned there was more 
information about watches as service 
awards in a new Hamilton booklet, 
“How to Get the Most from an Em- 
ployee Award Program.” 

Naturally he asked Printers Ink 
if they had any recognition system 
for their own employees. P. /. stated 
they did. The award given to mem- 
bers of their 25-Year Club is a gold 


watch! 
© © 


RS. GLADYS BABSON HAN- 
NAFORD, the world’s only 
full-time lecturer on diamonds, re- 
cently visited Milwaukee Downer 
college. There she addressed a group 
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- Kasténhiuber & Lehrfeld, Inc. 


Refiners of Precious Metals 
21 West 46th Street New York 19, N. Y. 
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of coeds, and, considering her audi- 
ence was feminine, her use of lan- 
guage was most apt. As reported by 
The Milwaukee Journal, her remarks 
went like this when she was de- 
scribing the parts of the cut diamond. 

“Most of the weight is beneath the 
girdle,” she quipped. “But if the 
base is too deep, as it often was in 
great-grandmother’s day, the stone 
eaks’ light. If it is too shallow, 
light goes straight through and it 
looks like a fish eye.” She called this 
a “swindle stone.” “Back in the 
nineties.” she went on. “they had a 
lovely term for them. They used to 
call them chorus girl diamonds—a 
little on the shallow side.” By this 
time. her feminine audience was in 


giggles. 


o © 
| be anglers hooking fish with 


jewelry in their bellies is an old 
story, but when jewelry carrying 
fish are set up for the catching—that 
is a new angle. At the Wisconsin 
State Fair this year, fishermen could 
try their luck in a 30 by 50 foot 
tank where trout cavorted about with 
diamonds fastened to their tails. 
About 10 diamonds, one fourth to 

















one half carat, were in these natural 
fishtail settings. 

The sponsors of the diamond con- 
test were willing to mount the stones, 
and, to show their good faith, were 
even willing to buy them back. 


o © 


URRICANE CAROL didn’t 

catch everybody napping. Those 
weather-minded jeweler seadogs, 
Fred and Bill Thurber at Tilden- 
Thurbur, Providence, heeded the 
warning on the lowering barometer 
and had the basement and first floor 
merchandise moved up to the second 
floor of the store. When the streets 
were flooded up to six feet, the water 
came in. But almost everything was 
safe. and they saved thousands of 
dollars by being hurricane-wise; 
thanks to having a barometer. Do 
you have one? Do you sell them? 
Do you know that many jewelers 
find them profitable gift items? 


© © 
Ste New Jersey Retail Jewelers 


Association scheduled its annual 
pre-Christmas conference in Newark. 
Dave Lebson, Englewood, N. J., 
jeweler and secretary of the associa- 
































BORDON 


“We ought to see some action tonight . . . both those guys 
are wearing self-winding watches!" 
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tion, hired a national mailing service 
to send out the invitation letters to 
New Jersey jewelers. Dave, of course, 
was on the list that the company 
used. 

After a proper time had elapsed 
and he did not receive the expected 
letter, he called the mailing service 
who assured him the mailing had 
gone out three days before. The Post 
Office confirmed this. The mystery 
was solved when an employee of the 
mailing service confessed to a boner, 
having used the wrong group of 
addressing plates. 

And that is why 775 jewelers in 
West Virginia, Wisconsin and Wyo- 
ming last month received cards in- 
viting them to a conference of New 
Jersey jewelers! 


o © 
EW YEAR’S EVE is not far off, 


and that reminds us of one New 
Year’s celebration that was a big suc- 
cess. John Wells, a retired farmer 
of Junction City, Oregon, enjoys his 
hobby of buying and trading clocks. 
At the beginning of last year, he had 
125 of the timepieces on hand, in- 
cluding alarm clocks. He likes to 
hear them go off all at once, but his 
wife, for some strange reason, ob- 
jects strenuously. However, on New 
Year’s Eve she gave him free rein 
to make it his big night. 

At the stroke of 12, all 125 clocks 
sounded off with ringing, striking, 
clanging, buzzing, chiming or coo- 
cooing. And one must admit it was 
a timely celebration. (Read that last 
sentence over, friends, it’s a corker 
of a pun.) 

This suggests a promotion idea in 
the form of a gimmick to end all 
gimmicks. (The last said hopefully.) 
The local jeweler could place many 
alarm clocks of the spring wound 
type in his window. At midnight of 
New Year’s Eve, he could be far from 
the scene, but the clocks would ring 
in the New Year as only a jeweler 
could do. The ringing could be piped 
through a loudspeaker to make cer- 
tain it would be heard far and near. 
Advance newspaper publicity of the 
event would encourage a crowd of 
New Year celebrators to witness the 
show. 

There you have it, but be sure the 
bedlam breaks loose at 12 midnight, 
not 12 the next noon. It will not 
sound good to the ears of aching 
heads. 
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Situations Wanted Ad 


“A young man is desirous of learning the practical methods of the 
watch and jewelry business, and as such seeks position where such 
knowledge can be derived; compensation not considered.” 


(January 13, 1904) 


Business Opportunities Ad 


“$10,000 will buy half interest in well-established jewelry business 
in large Western city; stock fresh and staple; cash receipts for past 
year $24,272; don’t answer this unless you can give gilt-edge refer- 
ences, are a capable business man and have the spot cash.” 


(January 13, 1904) 


A Word of Advice 


In a letter to the editor, a Philadelphia jeweler wrote, “The clause, 
‘No drinking men need apply,’ is seen frequently in the help wanted 
columns of the various trade papers. The young man who is now 
devoting his time and money to the learning of a trade will do well 
to remember that retail jewelers are more and more emphasizing 
the fact that no drinking men need apply. Employers in all lines of 
skilled labor are putting a premium on sobriety .. .” 

(January 13, 1904) 


Harrisburg Jewelers Meet 


“The Harrisburg Retail Jewelers’ Association has taken up the 
matter of 6 o’clock closing between Jan. 1 and Dec. 1 (Saturday ex- 
cepted), and will endeavor to secure unanimous consent of the craft to 
this early closing plan. The matter of fixing regular standard rates 
for engraving is also being considered.” 

(January 27, 1904) 


Honolulu Jewelry Fashions 


“Reports to this city from Honolulu state that the old coins of the 
Kanaka regime are being bought up in large numbers by the jewelers 
of Honolulu, who are making them into pins, cuff buttons, belts, 
buckles, etc. This sort of jewelry is said to be in great demand as 
keepsakes, especially by tourists and by the better class of the natives.” 


(January 27, 1904) 


From a J. R. Wood & Sons’ Ad 


_ “Great woods from little acorns grow. Look through the Wood’s 
line of diamonds and you’ll find we carry a stock second to none. A 
glimpse through the Wood’s line of wedding rings. It is a short cut 
to successful ring selling.” 

(January 20, 1904) 


q4 


Connecticut Notes 


“The International Silver Co. is in- 
stalling a large new blower in its plant 
on Seaview Ave., Bridgeport.” 


(December 30, 1903) 


Canada Notes 


“Henry Birks, senior partner of the 
firm of Henry Birks & Sons, Montreal, 
is spending the busy season in Winni- 
peg, Man., assisting the staff of the 
firm’s western establishment during the 
holiday rush.” 

(December 30, 1903) 


Washington, D.C., Notes 


“The exports of plated ware from the 
United States during the month of 
November reached a total value of 
$73,494.” 

(January 13, 1904) 


Chicago Notes 


“Owing to the Iroquois Theatre ca- 
lamity, the banquet committee of the 
Chicago Jewelers’ Association has de- 
termined to postpone the 27th annual 
banquet of that body until Jan. 28.” 


(January 13, 1904) 


Texas Notes 


“M. W. Shaw & Sons is the new firm 
style of the business formerly con- 
ducted by M. W. Shaw, Galveston, 
ex.” 

(January 13, 1904) 


Philadelphia Notes 


“Tt is now assured, from _ prepara- 
tions so far made, that the ninth an- 
nual banquet of the Philadelphia Jew- 
elers’ Club, probably the most hospit- 
able trade organization in the country, 
will eclipse in every way, the famous 
banquets of previous years.” 


(January 13, 1904) 
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y ae merchandising is the prime problem of 


retailers—for they must sell to make profits— 
the retailer must be informed on a variety of 
other business subjects, if he is to protect his 
profits. On the following pages, JC-K presents 
a series of articles covering accounting and taxes, 
inventory control, the sale of old stock, insur- 
ance, leases, etc. Each subject merits attention; 


each, in its way, can contribute to a more suc- 


cessful business operation. 












































4 WITH YOUR PROFITS SECURE 






Make Your Business More 


a heard about the hired man who was 
rewarded for his years of hard work with a soft job 
sorting apples: putting the large ones in one bin and 
the small ones in another bin. After a day he quit, ex- 
plaining to his boss that he liked the work but he 
“couldn’t stand the decisions.” 

As the owner of a jewelry store you have to make 
dozens of decisions and some of them don’t come easy. 
But there’s one single thing which will help you above 
all else in making decisions—that’s having good records. 

Should you increase your advertising? Should you 
take on that new line of watches? Should you cut prices 
on Christmas gift items which didn’t move? 





You'll find the basis for a decision in your records 
. . . providing they’re complete records. You'll see as we 
get on in this article why trying to make decisions with- 
out good records is like trying to carve a turkey with 
an oar; you simply lack the right tools. Let us add, by 
the way, that of every 100 businesses which fail, more 
than half kept no records—or insufficient records. 

If you want to avoid a nervous breakdown, be sure 
that you periodically have a complete breakdown of 
your business made by your accountant. 

“You can’t escape death and taxes,” says the philoso- 
pher, “and taxes are getting worse.” While taxes are 
tough, you'll be a lot happier if you know that you’re 
not overpaying—and, believe it or not—thousands of 
jewelers inadvertently do overpay. There are scores of 
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occasions during the year where simply a slight change 
in the way you arrange a transaction can save you tax 
dollars. 











For example: a jeweler in California was buying a 
station wagon for deliveries. The depreciated value of 
his old station wagon on the books was $1,000. The sta- 
tion wagon had had hard use, however, and the dealer 
would allow him only $600 on a trade-in. 

The jeweler stopped to consider the tax effects, and 
decided to make two separate transactions: he sold the 
old station wagon for $600, then used the cash to help 
buy the new one. 

By selling the car for less than its depreciated value 
the jeweler sustained a book loss of $400 which he 
could deduct in full on his tax return. If he had traded 
in the car, he would not have been allowed to claim the 
loss. For tax purposes, no gain or loss would be deemed 
to result from this trade-in. However, the basis on which 
he would compute depreciation would be $400 less than 
if he had traded. 

However, if the dealer had offered $400 more than the 
depreciated value, the jeweler might have been wiser to 
eo ahead with the trade-in since his $400 profit would 
not be taxable. 

You'll find many opportunities like this throughout 
the year—if you have a tax adviser to help you. You'll 
find he’ll not only save more than you pay him—he’ll be 








THE JEWELERS’ CIRCULAR-KEYSTONE 





nge 
tax 


x a 

of 
sta- 
iler 


ind 
the 
elp 


ue 


led 
the 
red 
ich 


1an 
the 


uld 

















Profitable and Less Frantic 


Of every 100 businesses which fail, more than half kept no records or in- 
sufficient records. To make intelligent day-to-day decisions, to keep his 
finger on the pulse of his business, a jeweler must keep complete records. 


worth his poundage in platinum. 

You can never have peace of mind about taxes unless 
you keep good records. In fact, if you don’t have records, 
vou leave yourself as wide-open as a church door. The 
Treasury has court precedent to “bear down heavily on 
those inexactitude (failure to show exact costs) is of their 
own making.” 

So turn you tax troubles over to an expert and be 
ready to roll out the records if the Treasury should ask 
for them and you'll have tamed one of the greatest 
worries of business today. 








Unless you’ve got a sort of Don Quixote complex thai 
makes you enjoy tilting with windmills, don’t try to take 
on the United States Government. Regulations—federal 
and state—controlling business are so complex that you 
can’t afford to dabble with them yourself. Your CPA 
can do the job in most cases. Government regulations 
are not for the untrained. Take the case of a New York 
man whom we'll call Henry R., since that was his name. 
He owned a small jewelry store. His wife labored at his 
side as clerk and bookkeeper and he paid her $60.00 a 
week. He paid the usual social security and federal and 
state unemployment insurance on her salary and deducted 
her share from her salary. 

In the course of three years, Henry paid Albany and 
Washington more than $500. He didn’t know that you 
are not supposed to pay those taxes on your wife nor 
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deduct them from her salary. This five hundred dollars 
in unnecessary payments would have gone down the 
drain if a CPA hadn’t discovered the error and peti- 
tioned for a refund. 

Booby traps like this abound in the world of govern- 
ment regulations. Avoid them by employing an expert. 
He'll save you his salary in sedatives. 

The problem of credit has given more jewelers jitters 
than most anything. Today, it is essential to extend credit 
because if you don’t you'll lose a lot of perfectly good 
customers. 

But handling credit can be stripped of many of its 
headaches. First, you must have a follow-up system that 
goes into operation automatically the minute a man fails 
to have his check in on the designated date. It applies to 
all your customers equally and wiil save you hours of 
agonizing indecision as to whether you dare “insult” 
someone by asking for your just and due payment. An 
automatic follow-up is impersonal and you can always 
avoid unpleasantries—if they arise—by saying the 
“Bookkeeper didn’t realize who you were.” 





Second, you must remember that every business has 
a point beyond which it cannot extend credit. Your 
accountant can work out that point-of-no-credit for you. 
He figures it with a formula which takes into account 

(Turn to page 70, please) 
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Control... 
A KEY TO CONTINUING | § 


Inventor 





The cycle begins at the end of each day, when our 
chief bookkeeper closes out the day’s business by pulling 
the totals on the bookkeeping machine on which we 
record all transactions and counting and withdrawing 
money from the cash drawers, making sure to leave a 
specified amount in each for the beginning of the next 
day’s business. All sales slips written during the day are 
held for tallying and balancing the following morning. , 

In making out the daily operating statement, the book- 
keeper first sorts all sales slips according to the depart- 





Properly used, these inventory records become a valuable manage- 
ment tool in every store department. The author, Malcolm Straus, 
left, checks the stock figures with assistant manager Dan Frank. 
























by MALCOLM STRAUS, Manager, 


Bliss Jewelers, Phoenix, Ariz. 


; day has come when the test for a sound 
jewelry store inventory lies in how small, rather than 
how large, the jeweler can maintain a balanced inventory 
with maximum turnover. 

The fact that jewelers today are operating in a buyers’ 
market needs no expounding or explanation. However. 
many jewelers, it appears, have failed to keep pace with 
the current market by adjusting the manner in which 
they stock their stores. 

It is our feeling under today’s conditions that the turn- 
over of merchandise should hit a store-wide average of 
between two-and-a-half and three-and-a-half times a year. 
At this rate, the jeweler is able to realize maximum in- 
come from his investment and keep his business on the 
soundest possible basis. To achieve this goal, the jeweler 
has to gear himself for the tightest possible financial 
operating conditions. 

The necessity for financial control in achieving a bal- 
anced sales and inventory picture becomes even more 
acute in larger stores. Based on our experience at Bliss 
Jewelers and with other stores in our group, we feel the 
best way to achieve the necessary measure of control is 
to take the trouble to develop detailed operating informa- 
tion day-by-day, week-by-week and month-by-month. 

At Bliss Jewelers, for example, full sales, collection and 
inventory information is brought up to date the first 
thing every morning on the basis of the previous day’s 
business. All work is done on standardized forms and 
under a uniform procedure worked out largely by one 
of our most experienced store managers, Samuel H. 
Straus. 
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mental breakdowns which we use for all of our account- 
ing and inventory control purposes. Some idea of the 
thoroughness of this breakdown can be seen in the fact 
that we use 22 separate designations for different classes 
of merchandise. Examples of these classifications include 
separate listings for men’s watches, ladies’ watches, dia- 
mond rings, birthstone rings, appliances, radios, etc. 
Space is provided on the daily operating statement, 
which is punched to fit into a loose leaf binder, to list, 
by department, the retail value of all sales, allowances on 
trade-in net income from sales, and cost of sales. Separate 
ruled sections are provided for working out and extend- 
ing daily totals for excise and other taxes. Our bank 
deposits, then, are balanced with these tax and sales 
figures. In addition, we also list on the daily report full 
accounts receivable information, including figures for 
new accounts opened and for collections against accounts. 


SALES AND OPERATING CONDITIONS 


When this report is completed we have a full, detailed 
picture of sales and operating conditions day by day, 
right up to our current bank balances and customer 
receivables. After this report is completed and balanced, 
the sales slips are released for posting to our inventory 
control records. 

Our inventory records are kept in visible binders set 
up so that control sheets for each item of merchandise 
can be arranged in staggered order, with the bottom line 
of each five-inch-high control sheet visible at a glance 
for groups of up to 20 items. 

This method gives us the necessary flexibility for con- 
trolling items individually and also, because of the visible 
indexing feature, makes for high speed reference to the 
control records. We switched to this record-keeping 
method 12 years ago, after our former system of posting 
entries on large ledger pages proved unsatisfactory be- 
cause it was too cumbersome to permit indexing by in- 
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Posting of all sales is done every morning from previous day's sales slips. 


dividual items. Our present inventory method was worked 
out with the aid of a Remington Rand systems specialist. 
This firm also sold us all of the binders we are currently 
using, and designed and printed our inventory control 
forms. 

We use two different types of inventory control sheets 
in our binders. The first, used for items like rings, pro- 
vides room for a description of each item sold, and for 
the individual cost figures which this type of merchan- 
dise entails. For stock manufactured items like watches 
or lighters, it is only necessary to list each sale and to 
note the balance on hand for the item, since costs remain 
uniform for all sales and no special description is needed 
beyond the name or number of the product. On the first 
form, space is provided for entries of 100 sales. On the 
second, there is space for 300. 


INFORMATION FROM SALES TICKETS 


The entry of information from the sales tickets to the 
inventory control records goes quickly because the 
tickets have already been separated by department for 
work on the operating report. The visible binders are 
indexed to correspond with this working order. As the 
bookkeeper makes her single-line entries for each sale, 
she adjusts the stock figures to develop a current balance 
on hand for each item. If she notes, in the course of 
this work, that we have run out or are low on any item, 
this is called to the attention of the department or store 
manager. 

This, then, completes the basic operation of our per- 
petual inventory and item sales records. The process is 
fairly simple, but is an important first step in the set- 
ting up of sound management controls. The value of 
the records themselves hinges completely on the manner 
and extent to which the jeweler uses them. We like to 
look on these basic records as tools which are necessary 
for the performance of the jewelry store manager’s job. 

In our operation, these records affect both our day- 
to-day functioning and our long range buying and plan- 
ning. An important fundamental advantage of accurate 
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The overlapping binder arrangement used by Bliss Jewelers 
of Phoenix makes for maximum reference and posting speed. 


inventory records is that the bookkeeper can tell without 
moving from her desk when we are out of or dangerously 
low on any fast-moving items. The sales record accum- 
ulated on the control sheets is the best indication of when 
and how much to order. 

Our floor salesmen have also been trained to use our 
inventory records as part of their regular working routine. 
Before we had our present records, when a salesman 
handling a given department noticed he was low on a 
certain type of merchandise, he reported it to the man- 
ager verbally or, at best, scribbled a note saying “We 
need more such and such.” 

Now, before he puts in any request for a purchase of 
new merchandise he checks the stock record covering it 
and, in his note to the manager, mentions the name of 
the item, the number of units on hand, and the figures 


(Please turn to page 76) 
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WIND UP '54 WITH YOUR PROFITS SECURE 


Before you enter into a lease agreement, it is wise 
to “look before you lease.’ Knowledge of all the 
various types of leases can help you in determining 
which one is the best suited for your own business. 


= before you lease is a maxim of suc- 
cessful store management. A lease that looks good this 
year may become a millstone around a retailer’s neck 
the following year. It it, thus, important that any lease ar- 
rangement be tailored to meet the needs of a particular 
store. 

For a realistic and sound understanding of leases, it 
is necessary to comprehend all types of lease arrange- 
ments. With one type of lease agreement a retail jeweler 
may find himself in a better position for expansion of 
his store. Or, if sales volume changes, still another type 
of lease may provide profit insurance. 


JEWELRY STORE LEASES 


Here are the more common types of jewelry store 
lease agreements: 

Flat Rental. This lease sets up a definite monthly 
rental figure that remains constant throughout the term 
of the lease. Jt works to the jeweler’s advantage dur- 
ing a period of expanding volume, but may prove to be 
a burden if sales volume declines. 

Graduated Lease. As a general rule, this type of 
lease is only used by a new jewelry store. It establishes 
a schedule which gradually increases the rent each year 
during the term of the lease. It is lower than usual 
at the start and higher than normal at the end of the 
lease period. Thus, when the store is growing it may 
provide some early financial help and keep profits in line 
with sales. 

Re-Appraisal Lease. This, to some jewelers, is the 
least desirable of all types of lease agreements. It 
establishes a flat rate for a part of the lease term. 
Then an appraiser is called in to determine a fair rental 
figure for the balance of the term. During times of 
economic change it may be advantageous for a jeweler 
to have a re-appraisal agreement. 

Percentage Lease. With this type of a lease arrange- 
ment, the jeweler pays a certain percentage of his sales 
or profit. Many modern leases are of this type and it 
makes it possible for a jeweler to plan his expenses bet- 
ter. There are several types of percentage leases: 
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by PAUL LOCKWOOD 


(a) Flat Percentage. A flat percentage lease estab- 
lishes a figure that is used during the term of the lease. 
For instance, at 1 per cent of sales, the jeweler pays 
this amount every month regardless of how much his 
sales volume for the month is. 

(b) Guarantee Plus Percentage. This establishes a 
base rental figure plus a percentage of the sales. For 
instance, the rent may be 2 per cent of sales with a 
guarantee of $200 a month. With sales of $8,000 a 
month the rent would be the guarantee of $200; but with 
sales of $12,000 the rent would be $240. 

(c) Percentage of Profit. This is a type of percentage 
lease that is preferred by some landlords. This lease 
must be carefully phrased to protect the jeweler. It may 
make the landlord a partner in the jewelry business un- 
der some laws. 

On all types of percentage lease agreements, adequate 
records must be maintained by the jeweler. Usually 
these records are audited by a representative for the 
landlord. Be sure the percentage is figured on the net 
sales or the net profit rather than on the gross. Many 
jewelers try to get it to include only sales, excluding the 
income from the store’s service departments. 


OPTION TO BUY PROPERTY 


There are some lease agreements wherein an option is 
included permitting the jeweler to buy the property. Not 
all landlords are agreeable to such a provision in the 
lease, but it is best for a jeweler to have it included if 
possible. Someone, for instance, may want to take over 
the business. The retailer refuses to sell. The party 
could buy the building, take over the lease, and then 
refuse to renew the lease. 

There is always the possibility of a long term capital 
gain through purchase and resale. In times of rising 
real estate values it may be advantageous to make use of 
the option to buy. Then, resell the property and take 
a long term lease at a higher rental figure. Thus, the 


(Please turn to page 72) 
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If you are considering a percentage lease, make 
certain your business can grow within it. 


| leases are becoming more com- 
monplace. Therefore, it is essential for retailers to give 
more thought and consideration to the financial impli- 
cations of entering into such leases. 

A persuasive argument can be advanced in favor of 
a percentage lease from the standpoint of a jeweler as 
lessee. It is usually pointed out by proponents of per- 
centage leases that such a lease protects the lessee in 
times of adversity. And that higher rental rates, as 
determined by a percentage-of-volume formula, hit the 
lessee only during those periods of higher volume when 
he can well afford to pay more rent. Conversely, it is 
pointed out that the rental charge drops proportionately 
with decreased volume. 

While the percentage lease has been employed to some 
extent for many years, it did not become popular until 
the depression of the 1930’s. Then, business properties 
were, so to speak, a drug on the market. In desperation 
many landlords appealed to prospective tenants with 
attractive percentage leases. These percentages were so 
favorable—from the lessee’s standpoint—that landlords 
were willing to settle for minimums sufficient only to 
meet taxes, mortgage interest, and a very low return on 
investment. 

These landlords, in reality, were gambling on their 
tenants’ management skills being of a high caliber where- 
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by eventual volume might just conceivably approach 
something like a fair return on the property. 

Some of these short term percentage leases were the 
salvation of jewelers during the depression. This experi- 
ence may predispose them to such leases today, as they 
try to see into an uncertain future. Others, however, who 
negotiated such percentage leases for longer periods are 
now handicapped by them. 

Landlords, naturally, are quite careful in looking after 
their own interests. They are expert in getting the high- 
est possible return on their investment—and they should 
be. Even when they are not, professional leasing agents 
may look after their interests. Therefore, a jeweler often 
pits his limited knowledge of rental values and lease 
contracts against the experts. 

Where large enterprises, as lessees, enter into leases 
they do so on an equal footing with landlords, in terms 
of experience in rental values and knowing the advan- 
tages and disadvantages of various types of lease agree- 
ments. Thus, where a large chain jeweler agrees to a 
percentage lease—usually at the advice of his lawyer— 
he may do so in the knowledge it is costing no more 
than any other type of lease. 


(Please turn to page 75) 
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Stock 


Turnover— 


Key to Profits 








by JACK E. BEDFORD, Director, 
School of Merchandising, 
Armstrong College 


= jewelers are well acquainted with 
the profit maxim that as the rate of stock turnover 
increases the store’s net profit picture becomes brighter. 
This profit maxim only becomes a merchandising truism 
IF the planning does not sacrifice stock assortment and 
consequently sales for the sake of achieving a higher 
rate of stock turnover. 

Stock turnover can be increased in three ways: (1) 
Increase sales and keep the store’s inventory the same. 
(2) Decrease stock and maintain the same level of sales. 
(3) Increase stock and increase total sales volume. 

The first method is applicable when business condi- 
tions are booming. It is comparatively easy to increase 
sales with the same stock when a period of merchandise 
shortages is just past. However, selling costs are apt to 
increase with this method. This, naturally, reduces the 
net profit and unless carefully checked, the gain in 
stock turnover will be offset by the extra costs of doing 
business. 

Maintaining a lower than necessary stock ratio leads 
to more work in stock control. Hand-to-mouth buying 
always makes for more checking, counting. listing, and 
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ordering. Then, too, with this hold-the-line inventory 
policy there is the loss of quantity discounts and trans. 
portation savings that might be possible with a better 
balanced inventory. 

To decrease stock and maintain the same level of 
sales method is, in theory, the quickest and easiest way 
to increase the rate of stock turnover in a jewelry store, 
This is based on a stop-ordering policy to get the stock 
into adjustment. 

It all sounds easy—too easy. Many jewelers have 
found that it is very difficult to reduce the stock and still ’ 
hold the line with sales. First, the fast moving lines will 
be sold out and the remaining stock will be a mere 
accumulation of slower moving merchandise. 

When this happens, customers looking for new and 
exciting jewelry lines will be convinced that the store 
carries a limited stock assortment. This, in turn, makes 
it doubly hard to sell the odds and ends that represent a 
complete assortment but are naturally slower selling. 

Second, you may find that your sales will decline along 
with your inventory investment. In theory, this would 
not cause much trouble. If the stock dropped from 
$100,000 to $75,000 and sales dropped from $200,000 
to $150,000, one would still maintain a rate of stock 
turnover of two. 

However, this decline in sales and stock does not 
follow the same trend. Most jewelers report that sales 
take a larger and faster dip than the inventory invest- 
ment. Thus, the rate of stock turnover decreases in- 
stead of increasing. Then, too, the cost of operation 
based on fixed expenses remains the same and the net 
profit is lower. 

The third method, increase stock and increase total 
sales, is the progressive way to meet changing business 
conditions and tougher than usual competition. This 
technique encompasses two basic ideas of successful 
retailing: (1) Carry complete stocks of all good selling 
lines of jewelry. (2) Conduct a consistent sales promo- 
tion program. 

Both of these profit-inducing factors are brought into 
focus in this third way to increase the rate of stock 
turnover in a jewelry store. The merchants following 
this plan are mentally keyed to look for new jewelry 
lines that will capture the public’s fancy. 

You will find that in the long run your stock control 
work will be much easier and less expensive with this 
method. Your stock will have greater variety and depth 
and thus will possess greater sales appeal. Also, you 
will not be placing special orders continuously, which 
result in extra clerical and transportation costs for your 
store. 

Your sales people’s enthusiasm will be higher because 
you will have a constant flow of new merchandise to keep 
their interest at a high pitch. They will have something 
new to talk about and you will find that they will inspire 
confidence in your customers with the enthusiasm gen- 
erated by maintaining a complete stock. 

When competition rears its head, your store will, in 
a sense, be physically and psychologically ready. By 
keeping fresh merchandise rolling into your store you 
will be on top of the market. Your stock on display will 
be priced on the basis of the day-to-day price quotations 
and you can be just as competitive as any other jeweler 
in your community. 
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Old stock is a profit-robber—it ties up capital that could be 
used for new merchandise. Presented in this article are some ideas 
other jewelers have found successful in eliminating old stock. 





Waar to do about old stock is a perennial 
problem for retailers. Some of this stock may have been 
in the store for one year, two years, and in some cases 
even longer. 

Old stock is a profit-robber. It ties up capital that 
could be used for new merchandise that would sell more 
quickly and with less effort. It also requires extra work 
to keep it clean and presentable. Then, too, old stock 
is a contributing factor to high markdowns. 

One of the fundamental principles of modern mer- 
chandising is that old stock be sold firse. It releases 
frozen dollars, reduces extra stock work, and helps make 
the store’s operation more profitable. 

Here are some ideas that other jewelers have found 
helpful in eliminating old stock and keeping it at a 
minimum. 


IDENTIFY ALL OLD STOCK 


Of course, some of the old stock in a jewelry store 
will be spotted quickly by the store’s sales personnel. 
It is stock that has been on display for a long time and 
everyone knows it is a “dog” that is hard to sell. How- 
ever, when new sales people start working in the store, 
they need some help in locating the old stock so they 
can put extra selling effort behind it. 

One system that has been used successfully by many 
jewelers is to use a code marking to help identify the 
old stock. The date the merchandise arrives in the store 
1s marked, as well as the retail price and any other 
cost or source information needed. 

This code uses two letters. The first letter refers to 
the month and the second letter indicates the year. For 
instance, stock that arrives in the jewelry store in Janu- 
ary, 1954, is marked with the receiving code of “AA.” 
Stock received in February, 1954, is marked “BA.” The 
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next year the second letter of the code is changed to 
“B.” January, 1955, would be code marked “AB.” 

A slight variation of this receiving date code marking 
is to change the second letter every six months. For 
instance, during the first six months of 1954, the code 
would be “A” and for the second six months of 1954 it 
would be “B.” Then, in the first six months of 1955 the 
second letter of the receiving date code would be “C.” 

Still another plan for marking the receiving date on 
all stock to help in the identification of old stock is with 
the color of ink. One jeweler uses a different color ink 
for marking stock that arrives at different times. For 
instance, stock that arrives in 1953 is marked with black 
ink, stock received in 1954 is identified with red ink, 
and green ink is used to locate stock arriving in 1955. 

Any code method of marking stock with its receiving 
date will accomplish two purposes for a jeweler. First, 
customers cannot identify old stock and will not hesi- 
tate to buy like they might if some distinctive size or 
color of tag was used that would not shout “old stock” 
to the customer. Second, it makes it easy for the sales 
people to locate old stock and to sell it before the new 
jewelry is shown the customer. 

Identification is a must to move old stock quickly and 
profitably. 

One reason old stock has accumulated in a jewelry 
store may be that it is incorrectly priced. It may be 
priced too high or even too low, but usually some adjust- 
ment is necessary—exclusive of fair traded items— 
before the old stock can be eliminated. 

Jewelry stores with a heavy old stock inventory find 
that the sooner they take the necessary markdowns the 

(Please turn to page 81) 
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A NEW form of policy called “Earnings 
Insurance” has been developed to protect retail stores 
and service enterprises against loss of earnings and pos- 
sible failure in the event that sales are curtailed by fire 
or other disaster. 

Practically all store operators insure against destruc- 
tion to building, fixtures or merchandise, but scarcely 
any are covered for the mark-up on inventory which 
will be lost during a forced shut-down. Such an inter- 
ruption may last for months, and it is this money which 
is urgently needed to hold a business together during 
an emergency. 

Even though every tangible asset is fully insured, if 
an item bearing a $10 price tag is destroyed, the dealer 
will receive only the purchase price from his insurance 
company, perhaps $5 or $7, whatever his discount may 
be. The mark-up which would have been made on the 
sale of the item is lost. The owner who leaves his 
mark-up uninsured is gambling against a heavy loss— 
not only in thousands of dollars, but of his staff, his 
customers, his own livelihood—even his entire business. 

In the event of a catastrophe which completely destroys 
merchandsie and fixed assets, surveys show that it takes 
anywhere from one and a half months to a year or more. 
depending on the type of business, to resume normal 
operations—and an interruption of more than three 
months puts 95 per cent of all mercantile enterprises 
which have a fire out of business permanently! 

The necessity for this “other half’? of store insurance 
can hardly be over-emphasized. Earnings Insurance is 
equally as important as the standard fire insurance policy 
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on property, because the financial loss from interruption 
can even exceed the property loss. To protect a business 
fully against fire or other destructive peril is a two- 
phase procedure: (1) insurance which will replace the 
physical assets, and (2) insurance which will replace 
the earnings while physical assets are being restored. 

A good comparison is furnished by the average work- 
man who clearly realizes that if he has an accident he 
must be insured not only for his hospital and medical 
expenses, but also for his compensation while he is 
unable to earn an income. Most merchants understand 
the necessity for protecting their physical property with 
insurance, but fail to recognize the equal need to protect 
the earning power of that same property. 

Some of the losses which may be sustained when a 
business is interrupted are: (1) Sales; (2) Opportunity 
to earn expenses which continue even when sales cease; 
(3) Profits, personal salary or drawing of owner; (4) 
Key personnel or other help who depend upon immediate 
income and therefore must find new jobs; (5) Dividends 
to stockholders if any; (6) Payments on taxes, notes, 
interest charges, insurance, perhaps rent, and other con- 
tinuing business costs. . 

Business earnings are simply the gross income of the 
business, minus cost of sales. To put it another way, 
business earnings equal the sum total of all operating 
expenses and profit—and this is what is lost for a period 
of time in the event of destruction of the business, in 
whole or in part, by fire, lightning, windstorm, explosion, 
earthquake or other peril. 

A business is conducted for the income it produces. 
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INSURANCE 


A new policy called “Earnings Insurance” has been devised to offer protectiqn 


to retail stores against loss of earnings and possible failure in the event 


sales are curtailed by fire or other disaster. This policy is now available. 


If the property is destroyed the income is destroyed. If 
there is anything more important than tangible assets— 
that is, buildings. fixtures and merchandise—it is a con- 
tinuing profitable income. Banks are even more inter- 
ested in the earning capacity of a company than in col- 
lateral because they are in business to take interest, not 
to take title. Although earning power is more precious 
than property, too many business men still think in terms 
of protecting tangible but not potentials. 

An actual case from insurance records shows how 
Earnings Insurance applies. The proprietor of a city 
store rented the first floor and basement of a three-story 
brick building located in the center of the retail district. 
One noon hour during a busy Columbus Day sale a 
clerk in the basement restroom threw some waxed paper 
from her lunch into a fiber waste basket. When the 
store closed a little after 6:00 P.M., another sales lady 
snuffed out a cigarette as she was leaving and tossed it 
into the same waste basket, unaware that a spark still 
glowel on the butt. | 

At 7:53 P.M., a factory worker who occupied an 
apartaent across the street from the store was just 
settling down to read his evening paper when he hap- 
pened to glance out the window and notice that the store 
was full of flame, and black smoke was billowing from 
its ventilators. He rushed to the ‘phone and called the 
fire department but by this time the flames had made 
considerable headway. Burning into the floor and work- 
ing their way through the partitions, they gutted the 
surplus stockroom in the basement, virtually destroying 
all its contents. By the time the fire was finally ex- 
tinguished at 9:46 P.M., the flames, dense smoke, water 
and condensation had also damaged much of the stock 
on the store floor. 

Since the fire occurred during the busy Autumn sea- 
son, the Jandlord had difficulty finding a contractor who 
could stat work immediately on building repairs. It 
finally tork 17 weeks to complete all repairs, replace fix- 
tures and redecorate. Replacement of merchandise took 
another 3 weeks. The store was closed down all during 
the months of highest sales, including a busy Christmas 
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season. Meanwhile the owner had made an effort to 
rent temporary quarters and continue his business on a 
partial basis, but a number of difficulties made this 
unprofitable. 

As a result of the fire, he sustained a 90 per cent loss 
on his merchandise and furnishings. This amounted to 
$36,816 which was fully paid by his property insurance. 
However, he also lost $8,496 in estimated earnings for 
20 weeks. This may be looked upon as the mark-up on 
stock which he would have sold during the entire period 
of interruption. Earnings Insurance would have com- 
pensated the owner completely for this additional 
amount, which would have been calculated as follows: 


20-Week Shutdown of Store 


$26,526 Net Sales for same 20-week period of previous 
year. 
9,284 35 per cent Increase (based on first 4 months 
~ =o of fiscal year). 
35,810 Estimated Sales for loss period. 
23,920 Cost of Stock to make above sales. 


11,890 Gross Earnings (mark-up). 
3,394 Expenses Discontinued during Shutdown. 


$ 8,496 Net Loss on Sales 


As can be seen, Earnings Insurance guards against loss 
of business time—a particular period of earning power. 
Certainly it is important for the merchant to insure his 
life, his home, car, business property—but how much 
more important to protect his business time, his con- 
tinued opportunity to produce the wherewithal to pay for 
his home, children’s education, taxes, various kinds of 
family insurance, and all other living expenses! Yet this 
is the gaping hole in the protection plan of a large 
majority of merchants and other business owners. A 
good business man also has a responsibility to the other 
owners of the business if any, to his employees, and to 
his creditors, to guarantee the productive power of that 
business. 

(Please turn to page 82) 
























































Want to 
Nell Your 


Business 


by PHILIP GORDON, 


Gordon Bros., Boston, Mass. 


Perhaps some day you may be faced with 
the problem of selling your store and 
getting the most out of the sale. The 
author of this article is a specialist 


in the field of store liquidation. 












A, THE old saying goes, the average busi. 
nessman will sell anything except his wife and family, 
However, when a man has built up a good retail estab. 
lishment he has a sentimental attachment for it which 
makes him reluctant to sell it at its true market value. 
That is, of course, except if he is forced to consider the 
sale of his business because of serious illness, old age or 
some other personal problem that is otherwise insur. 
mountable. As a rule, the business, as a going concern, 
is worth more to the man who built it up, for it and he 
have become an integral part and personality of the 
community. Therefore, should the occasion arise, the 
problem of selling a jewelry store is a once-in-a-lifetime 
headache that can be the grand-daddy of all headaches 
—unless the business can be sold readily for cash as a 
going concern. 

The principal reasons for a store being offered for 
sale are: death of the owner with no one left to carry 
on the business; financial difficulties; and retirement 
due to ill health, old age, other business interest or the 
simple desire to relax. 


SELLING AS A GOING CONCERN 


Of course, selling the store as a going concern is 
unquestionably the most profitable method. Fixtures are 
worth considerably more. Accounts receivable have a 
greater value. The name and goodwill of the firm can 
be figured into the selling price. And the merchandise 
inventory itself probably will bring a higher price. 

But it is not always possible to find a buyer who 
wishes to continue the business. Since we have discussed 
principal reasons for disposing of a store, let us now 
review the main difficulties in finding buyers who will 
continue the business. 

(1) The business may prove unattractive as a going 
concern. Prospective purchasers may be discouraged by 
a fear that they will not be able to hold the present 
owner’s personal following. 

(2) In some instances immediate disposal may be so 
urgent that the owner simply hasn’t the time to seek 
out buyers. 

(3) Available “going-business” purchasers may be un- 
able to pay cash. 

(4) The time and expense spent in finding the buyer 
may prove to be greater than the difference between 
selling as a going concern and selling to a company 
which wishes to purchase the business for liquidation 
purposes. 

Of course, there is another alternative. A going-out-of- 
business sale can be conducted by the owner himself or 
by a sales promoter specially brought in for that pur- 
pose. However, the expenses of conducting such a sale 
can substantially diminish net receipts. This is some- 
times true because a going-out-of-business sale entails 
added operating expenses. Extra advertising and sales 
help must be paid for out of receipts from merchandise 
sold substantially below regular mark-up. 

Furthermore, a successful sale frequently requires 
additional merchandise. The store’s present inventory 
might be too limited in appeal, thus requiring the pur- 
chase of more traffic building items. 

The greatest danger in holding your own liquidation 
sale, or having it run for you, is that during any sale 


(Please turn to page 80) 
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Tax Relief for You and Your Business... 






This historic new federal tax code has made the front pages. It is estimated 


to have cut over a billion dollars from business and personal taxes this fiscal 


year. Are you prepared to take your legitimate share of this tax relief? 


Ti sweeping new tax code is estimated to 
have cut $1,363,000,000 from business and personal taxes 
this fiscal year. Perhaps twice that sum will be saved 
in future years. 

Is your business getting ready to take its legitimate 
share of this tax relief? Many of the provisions are al- 
ready in effect. The operating decisions you are making 
day by day may determine whether or not you can get 
the most benefit from the new provisions. 

You should consult your tax adviser as soon as pos- 
sible, if you have not already done so. The gimmicks are 
many. The “ifs,” “‘ands,” and “buts” pop up all over 
the place. It will take an expert to guide you through the 
fine print. Though in general the new tax law is much 
more liberal toward business than the old one, some 
loopholes have been plugged and some provisions bear 
down a little harder. 

Several main areas can be spot-lighted. But remem- 
ber, every business has its own conditions to consider. 
No general statement should be applied without full study 
and consultation with an expert. 


DEPRECIATION WRITE-OFF 

Depreciation write-off is greatly speeded. A much 
greater portion of the cost of new (not used) equipment 
can be written off in the early part of the useful life of 
the asset. Under one new method, for example, double the 
amount previously allowed can be written off in the 
first year. Obviously this is big news to a business that 
wants to modernize or expand. 

The deductions are no greater over the entire useful 
life, but they are much greater in those years when the 
expenditure is most felt and before returns may begin 
to taper off because of obsolescence. Ask your tax ad- 
viser how the various new methods can help you—the 
“declining balance” method .. . the “sum-of-the-years’- 
digits” method. 

Ask him whether a “switch” from one method to an- 
other might be advantageous. Be sure to note that some 
switches are automatically permissive and some are not, 
and that the kind of records you keep (or fail to keep) 
may defeat the benefit the law holds out to you. 

If you have been leasing equipment instead of buying 
outright, you may want to re-appraise your practice in 
the light of the new laws. And perhaps you will want 
to look into earlier disposal of used equipment. 





This article was prepared by JC-K with the coopera- 
tion of the American Institute of Accountants, a 
national professional society of certified public ac- 
countants. 















Tax accounting under the new law has been brought 
more nearly into line with generally accepted accounting 
principles. Income reporting can be more realistic. You 
can deduct from current receipts estimates of such fu- 
ture expenses as refunds and rebates, allowances for dis- 
counts, claims for damages, etc. 

The estimated expenses can be deducted if you can 
make a reasonably accurate estimate based on your own 
expecience or that of others in similar circumstances. Of 
course, only those anticipated expenses which apply to 
the revenue of the current period may be deducted. 

Altogether there will be less difference between taxable 
income and net income as it is figured by accountants 
for ordinary business purposes. 

Partnerships and proprietorships now may, under cer- 
tain circumstances, elect to report and be taxed as cor- 
porations. Some businesses will want to take advantage 
of the lower corporate rates at certain levels, remember- 
ing, however, that once elected the practice must be con- 
tinued unless there is a 20 per cent or more change in 
ownership. And remembering, too, that though owners 
may escape an immediate high personal tax bracket by 
electing to report as corporations, assets kept in the 
business may later be subject to estate tax or income tax 
(as dividends or capital gains). Take care to look into 
all aspects with your C. P. A. before you change! 


EARNINGS FOR EXPANSION 


Retention of earnings for future expansion or modern- 
ization is made easier by the granting of a $60,000 ac- 
cumulation-credit (total for all years). Also, if any part 
of a greater accumulation is deemed not for “reasonable 
needs” of the business, the penalty tax is applied only to 
that particular part, not to the entire accumulation for 
the year, as formerly. 

Most important of all, burden of proof is now laid 
upon the Internal Revenue Service, not on you. In most 
cases, a business with legitimate savings for bonafide 
purposes of expansion or modernization need no longer 
fear the penalty tax. 

All is not sheer velvet, however, for the corporations, 
Those with an anticipated tax liability of $100,000 or 
more must make their tax payments earlier in the year. 
The process is to be stepped up gradually over a_ five- 
year period. A firm which uses the caléndar year (fiscal 
year corporations will use corresponding dates) will 
pay 5 per cent of its 1955 tax in September 1955, 5 
per cent in December 1955, and 45 per cent in March 
and again in June of 1956. Each year the September 
and December payments will increase and the March 
and June payments will decrease until there will be equal 
instalments of 25 per cent in September and December 
(Please turn to page 79) 
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Have You Checked Your Will Recently? 


It is every businessman’s obligation to see that his family is protected 


in the immediate future as well as in the present. He can do so, in part, 


by drawing up a will and revising it periodically to keep it up-to-date. 


we 

Tis modern jeweler,” said a trust adviser 
for a large financial institution, “is a person of foresight, 
efficiency and common sense. The fact that he has made 
a success in business‘ proves his qualifications. It shows 
that he is one who knows how to get things done. ‘Thai 
is why it always confuses me when a probate reveals 
that he left a Cadillac in his garage and a Model T will 
in his vault. His reasons for such laxity may be many 
and varied, but the results are always the same. He has 
deprived his family of his advice, his protective arm 
and his best judgment at a time when they need it most 
of all.” 

These words were spoken recently by this trust execu- 
tive as guest speaker at an informal dinner. He then 
went on to explain the reasons for his remark. 

“You will probably recall,” he continued, “the inci- 
dent that happened several months ago when one of our 
leading jewelers became the unfortunate victim of a 
highway traffic accident. It is now apparent that he had 
accumulated an estate with an appraised value in excess 
of three hundred thousand dollars. At the time the inci- 
dent was handed in for probate, however, it was found 
that the instrument had been executed some 30 years 
ago. This was about the year that the jeweler had 
started his store with the aid of borrowed money. Since 
that time, his wife, who was named executor, had passed 
away, the capital gains in his estate had been terrific, 
no provision had been made for the continuation of his 
business after his death, and his property holdings ex- 
tended over several states. 


AVOID COSTLY PROBATE 


“While it is true that the children will eventually 
inherit the estate, it has turned into a costly and com- 
plicated probate. For one thing, the business will have 
to be operated for awhile under court officers and finally 
sold to effect a division. There will also be a duplication 
on state inheritance tax payments, and further unnec- 
essary expenses will drain the funds that are to be 
disbursed.” 

This executive then pointed out that a will is not only 
one of the most technical documents in the whole field 
of legal procedure, but that it is also one of the most 
important papers the average person ever signs. The 
future support and welfare of his family depends upon 
the degree of wisdom that is used to plan this vital 
instrument. 

The trust company is constantly dealing in the matters 
of estates and probates. During the course of years, it 
has learned many points that are of interest to those 
businessmen who have personal and real property that 
must some day be handed on to others. 
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Drawing from this fund of knowledge, the trust ad. 
visor drafted some representative questions and answers 
by which a jeweler might check to see if his own will 
needs revision. He was careful to warn that carving an 
estate is a technical transaction and deserves the best 
legal advice obtainable. The queries and responses set 
out below are intended only as a general guide. 


WHEN TO CHECK A WILL 


(1) When is it advisable to check a will? 

Whenever there has been a birth, death, marriage or 
other changes in family groups that might affect the per- 
centage and direction of distribution. It is also prudent 
to keep abreast the changes in inheritance laws and 
taxes as foresight can effect many savings in an estate. 

(2) What happens if a person passes on without leav- 
ing any will? 

In this eventuality, the court makes a will for him. 
The property passes under inflexible statuatory provisions 
which are based upon average circumstances. 

(3) If a childless jeweler finds that the laws of suc- 
cession give all property to his wife, what are the ad- 
vantages of a will? 

Under a will a wife can be named as executor to serve 7 
without bond and in this way save needless expense. | 

Also, it is not always possible to foretell what un- 
fairness statuatory laws will impose by disinheriting © 
certain heirs. To illustrate, consider the case where a 
husband and wife were fatally involved in a hotel fire, 
but the wife outlived her husband by several hours. 
Under the laws of succession, the entire assets passed to 
the relatives of the wife, and the husband’s family re- 
ceived nothing. 


WILL PROTECTS MINORS 

(4) Are wills especially beneficial to children? 

Yes. As a general rule, it is even more important to | 
protect the interests of minor children by a will than of © 
older people who can make their own way in the world. 

(5) What are some of the ways children can be pro- 
tected by the provisions in a trust? 

To name a few: Definite provisions to pay for the full 
costs of an education, a sickness, or other emergencies 
can be embodied in a trust agreement. The funds to be 
expended for such purposes may be made flexible at 
the discretion of the trustee. 

Distribution of trust funds can be extended beyond 
the age of majority in a trust. The advantage is to allow — 
a child the chance to obtain business judgment before = 

(Please turn to page 84) 
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Color as a Guide to Gemstones 






@ 2 
Apart from contributing to a stone’s value, color is of profound importance 
to the gem expert. For, the real gemologist can often identify a stone by its 
color alone, or at worst, he can usually propose one of two alternatives. 


Part Ill 


(23) Among the fancy diamonds, particularly among 
the smaller stones, orange is not uncommon as a color. 
It is difficult to distinguish between the richest orange 
yellow canaries, the golden brown stones and a true 
orange. One need not make a precise distinction, how- 
ever; for the purposes of this classification, diamonds 
do come in colors that justify their inclusion under 
orange. In recent years it has been found possible, and 
commercially practical, to color stones with cyclotron 
bombardment to colors which, while not a pure orange, 
approximate those of the natural stones, and those of 
other jewelry stones which will be found in this color 
grouping. 

(24) The limited interest in brown and golden stones 
which occasionally afflicts the jewelry trade has kept to 
a minimum the natural orange zircons that one some- 
times sees in mountings. This is a pity, for a fine zircon 
of a brilliant orange color makes a magnificent stone. 
They are easy to recognize, if they are seen. The strong 
double refraction and an index of refraction above the 
reading range of the refractometer eliminates every 
orange stone except titania. This synthetic has so much 
more dispersion than the zircon, that a comparison will 
bring out the identity, if the jeweler should encounter 


by DR. FREDERICK H. POUGH, 
JC-K Gem Consultant 


one of the former stones. (See note 34.) Since the 
titania will be the more expensive stone, we have an 
anomalous situation! 

(25) One of the rarest colors of sapphire is an orange 
or a pinkish-orange which has been given various names, 
somewhat resembling the word “padparadscha.” (See 
note 35.) The orange-pink corundum color is extremely 
rare, at least in the West, and we will very seldom see 
a fine example. The 100 carat orange stone in the 
Morgan Collection at the American Museum of Natural 
History is an outstanding example, unequalled in any 
other public collection. It is said that this hue is so 
much more appreciated in the East that it will bring 
prices there that cannot be equalled in the West; hence, 
few fine stones are exported. 

(26) The orange and orange-brown garnets have 
never attained the popularity they deserve. Tlic com- 
moner stones are the Ceylon hessonites, but they appear 
never to be found in clear, clean stones. Loupe examina- 
tion shows them to be filled with a swarm of small in- 

(Please turn to page 77) 





TABLE IT—ORANGE STONES 


(Shading up to yellow and down to brown) 


NAME REFR. INDEX HARDNESS 
Diamond 2.41 10 
Zircon 1.95 714 
Corundum (Padparadscha) Done 9 
GARNET 

Spessartite 1.80 rf 

Hessonite 1.74 74, 
Spinel Seve 8 
Tourmaline 1.63 71, 
TOPAZ 1.62 8 
Beryl 1.59 71, 
Quartz (Topaz) 1.54 7 
Amber 1.54 21, 
OPAL 1.45 51,-6 
Synthetics and imitations: 
Titania 2.6-2.9 rf 
CORUNDUM (Padparadscha) 1.77 9 


REFRACTION SPECIFIC GRAVITY NOTE 
single 3.52 ose 
double 4.69 24. 
double 3.77 Av 
single 4.16 26. 
single 3.65 26. 
single 3.60 2. 
double 3.05 28. 
double 3.53 29. 
double 2.88 30. 
double 2.65 Se 
single 1.08 32. 
single 2.15 oe 
double 4.3 34. 
double 3.99 35. 
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This splendid La Mode 
set is an excellent 
example of the fine 
craftsmanship in the 
jewelry designing 
field. It features 
genuine Onyx with a 
brilliant Rhinestone 
center set on 1/20- 
10 Kt. gold filled 
mounting, sets like 
this one retail for 
$16.50. Also in ster- 
ling silver. 


CRUCIFIXES 








1495-1496-1497 


Crucifix and chain in gleaming 1/20—12K yellow and white 
gold filled, with delicate inlaid mother-of-pearl. Retail $7.00 ea. 


> the H. F. BARROWS CO. 
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ARE YOU UP TO DATE 





PITMAN & KEELER IN Emblem Sales? 


The new I & R Emblem 
Selector Books are really 
moving... if you haven't 


yours order one or more 


a 5 es now direct from us, or 


-* cod Ma 
com eS J 
Seg # — id Ener 5 eee ’ 
ppear | } ma # _—sctthrough your wholesaler. 


‘ *ELECT Op Bo. 
mina- Wh ’ . — With 32 popular emblems 
il in. en you are asked for something different, show $90.00 each Keystone 


this link and tie bar set made of heavy Sterling Selector Book only 

Silver. The P. & K. Sterling line has been a profit $3.00 each net 

maker for years. Place orders with your wholesaler. 

$13.75 Keystone. IRONS & RUSSELL COMPANY 
PROVIDENCE, RHODE ISLAND 

PITMAN & KEELER INC., ATTLEBORO, MASS. Emblems Since 1861 through 


your wholesaler 

















AN AUTOMADE CHAIN FOR EVERY PURPOSE 


Available in 
Sterling Silver 
_1/20-12K Gold Filled 


P « 10K 14K 5G, 


soreLpor - LEADERS IN GOLD FILLED HOOPS 


Over 200 patterns in 1/20 10K G.F. with 10K ear 
wires. Attractively mounted on luxurious display 
: card. Priced to sell from $1.35 to $5.00 retail. 
AUTOMATIC CHAIN CO. ¢ PROVIDENCE, R. |. Cheever, Tweedy & Co., Inc., North Attleboro, Mass. 
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Fox every major and minor trading area 
in America—New York City, Santa Ana, Calif.; Johns- 
town, Pa.; Lansing, Mich., etc.—reports of consistently 
profitable operation of trophy departments in jewelry 
stores, regardless of size of town or city, regardless of 
number of trophy outlets, are coming. The reason: 
jewelers are responding to a simplified merchandising 
plan which has proven, once again, that trophy mer- 
chandising can be profitable and can account for a sub- 
stantial increase in jewelry store volume. 

It is also true that trophies are not only profitable in 
themselves, they bring in store traffic. And this traffic 
is of the caliber the jeweler is interested in contacting! 

One manufacturer says that of the jewelers who took 
on their line during the past year: “9 jewelers averaged 
$6,000 to $8,000 net; 11 jewelers averaged $4,000 to 
$6,000 net; 21 jewelers averaged $2,000 to $4,000 net; 
36 jewelers averaged $500 to $2,000 net; and 54 
jewelers averaged up to $500 net.” 

To find out how some jewelers are conducting success- 
ful and profitable departments, let us visit with several 
jewelers in various sections of the country. Let us review 
their experiences. 
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A special wall case at Harold Smith jewelry store features trophies. 


The Profit-Potential 
That’s in a Jeweler’s 
Trophy Department... 






PROMOTION 



















By maintaining a simple basic stock of samples 
Seay's Jewelers, Clarksville, Tenn., is pre- 
pared to fill orders for every sport, civic, 
and educational event in most price brackets, 











by S. HAROLD LABOW, 
Advertising Manager, Arlen Trophy Co. 


Seay’s Jewelers, Clarksville, Tenn., has this to say, 
“Although we have handled trophies for only a short 
time, it is already evident that they will add to our 
volume. By maintaining a simple, basic stock of sam- 
ples we are prepared to fill orders for every sport, edu- 
cational, and civic event in every conceivable price 
bracket. Our limited experience so far indicates that 
our sales in this department have created a great deal 
of goodwill among trophy committee people because we 
have completely satisfied their requiremerits within their 
budgetary limitations.” 

Knowledge of your own trading area can be of aid 
in determining the extent of a trophy department. One 
Missouri firm, Mason’s Jewelry, has this to add, “By 
careful study of the regional requirements of our trading 
area, and setting up our simple unit stock of samples, 
we have made very definite and profitable progress in 
the award field. We have keyed our stock of figures 
(to go on bases) to the seasonal requirements of local 

(Please turn to page 111) 
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Winner of “Diamonds, U. S. A.” Award for outstanding achievement in Jewelry design. 










;amples 
is pre- 
' Civic, 
rackets, 















W2043 
140 dias. $3000 


in "As fa 
a : , ares §=W1982 


%. 

ee Bia | Bees 109 dias. $1500 
t sag , 3 = oe 

4 : 





Y 


ey , 









say, 
short 
our ° 
sail for those who desire the finest. 
edu- A magnificent collection of specially 
price 
that priced platinum and diamond watches 
ee with guaranteed jewelled movements. 
e we | be 
their Available on consignment for 
aid your special requirements. 
0 
“By W2049 30 dias. $750 , 
ding . 
ee Raymond Abrahams 
3S in 
tis 
ures : . ° 
al E 551 Fifth Avenue, New York 17, N.Y. VAnderbilt 6-0457 7 
bs All Prices keystone : } 
TONE To insure Christmas delivery, please send us your requests before December 15. 








| FOR DECEMBER, 1954 oo 









Rare beauty in diamonds and furs. From Tiffany & Co. 
comes a rare 6 carat pear-shaped blue diamond sur- 
rounded with clear white baguettes hanging on a deli- 
cate chain of round diamonds. Other Tiffany diamond 
pieces are sparkling accessories to the fashionable 
fur stole in white mink by Revillon Wholesale, Inc. 




































Fashion Promotes 


‘Dex holiday season, sparkling with gayety, 
luxury and loveliness, is a fine time for retail jewelers 
to sell their finest and most expensive jewels: diamonds, 
emeralds, sapphires, rubies, pearls, the whole range of 
precious and semi-precious stones. There are several 
fashion trends that can be used to stimulate the sale of 
fine, colored jewels, this particular season, but since 
jewelers are now caught up in the rush of pre-Christmas 
selling, we'll talk about only one of them in this issue, 

Picture the arresting beauty of an important window 
filled with colored jewels and colored furs. Jewelers 
couldn’t make a better bid for the luxury trade! Such a 
window would give a glamorous fashion impact, and 
have the added value of shock treatment. It would be 
a fresh, different approach and it can be easy and inex. 
pensive to do. 

Color is the predominant theme in every phase of 
current fashion and the latest development is a growing 
interest in colored furs. This began with small acces. 
sory pieces such as fur collars, scarves, hats and muffs. 
It grew into colored fur capes, stoles and jackets, and is 
now evident in full length, colored fur coats. 





Plume necklace by Nadja Buckley is made of platinum 
studded with round diamonds. Stem made of large ba- 
guette diamonds. The plume is interspersed with aqua- 
marines. Versatile and glamorous, the necklace breaks 
apart to form large brooch with added separate stem. 








Colorful jewelry ensemble by Church & Co. features rich- 
toned amethysts sparkling in 14K gold settings. Available 
also in other gemstones and priced according to gem value. 
As shown, bracelet is $150, the ring $60, retail, tax inc. 
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Colored Jewels with Colored Furs 


It is often noted. and deplored, that women who have 
invested in expensive furs have been satisfied to acces- 
sorize them with inexpensive costume jewelry. While 
this is complimentary to costume jewelry design, it 
necessarily means that as an industry, we haven’t been 
doing as good a job of selling the luxury trade as the 
fur industry has been doing. 

If ever there was a season, made-to-order for selling 
fine, colored jewels, this is it! Any woman who can 
afford colored furs (with an almost ephemeral fashion 
life) can afford the lasting beauty of fine jewels. It is 
up to us to sell her! Many beautiful precious jewelry 
designs are on the market, such as the ones we show 
you on these pages. This fashion selling should be 
highly profitable. 

We suggest, then, one window turned over to the kind 
of merchandise that most women dream about some of 
the time, and almost all do during generous gift-giving 
days. Visualize the prestige appeal of white ermine or 
white mink highlighted with fabulous diamond jewelry, 
and follow through the display with fur jackets, collars 
and scarves tinted in new, high fashion colors. Pale 


by WINIFRED PARKER, 
JC-K Fashion Consultant 

















Color is featured in these rings by Falcon Stone 
Ring Co., a division of Karlan & Bleicher, Inc. 
The stones are synthetics and come in a complete 
choice of colors. Settings are in 10K or 14K gold. 


Colored jewels flash with diamond radiance in these 
twin stone rings by Robinson & Sverdlik. Ring "A," 
emerald and diamond, $8,000. Ring "B,"’ sapphire and 
diamonds, $2,800. Ring "C," round sapphire and round 
diamond, $2,500. Ring "D," ruby and diamonds, $1,600. 
All come in platinum mountings. Prices are Keystone. 













Matching earrings and brooch by Fisher & Co. in a 
spray design shimmer with delicate color radiance 
by combining oriental blue sapphires with cultured 
pearls in 14K gold settings. The earrings are $130 
and the brooch is $200. These prices are Keystone. 
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Fashion Promotes Colored Jewels 


(Continued from page 67) 






blue fur sparkled with deep blue sapphires; pale green 
fur vividly slashed with emeralds; pink fur intensified 
with the red fire of rubies; pale yellow fur deepened 
with topaz. There are many dazzling combinations! i 
A glamorous fashion window combining colored 
jewels and colored furs will cost only a whiff of imagina- 
tion and the cooperation of a fellow merchant who runs 
a smart fur shop or specialty store and who will appre- 
ciate the value of a tie-in promotion. We suggest that 

the fur pieces be mostly small so that interest will focus 

on the colored jewelry; small fur pieces can also be 

used for counter displays, as background for jewels. 


Colorful jewels highlight beauty of this blue 
fox stole by Revillon Freres. Triangular-shaped 
brooch of rose-cut diamonds and rubies, set in 
platinum and silver, doubles as a hair ornament 
for formal occasions. Drop earrings of red topaz 
intensify color interest, as does marquise- 
shaped ring set with emeralds. Brooch and ear- 
rings by M. Buccellati. Ring by Shiman Mfg. Co. 
































Garnets give a red glow of beauty to the fash- 
ion scene, as in this necklace (above) by the 
Asiatic Art Jewelry Co. Each stone is handset. 
This necklace is priced at $65.00—Keystone. 


Rainbow of color radiance flashes from deli- 
cately designed pendants of floating opals by 
Opalite, Inc. The settings are available in 
gold-filled, sterling silver or in 14K gold. 


Scarab jewelry, below, adds a gay touch to 
fashion's color story and can be used with 
interesting variations. In this bracelet and 
earring set by Admark are genuine scarabs of 
dramatic size in 14K gold settings. Earrings 
are $29; bracelet, $90. Prices are retail. 





Our apologies for the printer's error in 
showing this illustration upside down in 
last month's issue. This diamond pin, one 
of seven award-winning designs by Nadja 
Buckley, is entirely flexible except for 
the ribbon-like curl of baguette diamonds 
around the stems. The pin's leaves can be 
adjusted either to stand out or lie flat. 
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Diamond Cruise to South Africa 


Jewelers and members of the diamond trade are being 
circularized by Raymond-Whitcomb, travel agents of 
Boston, to join a Diamond Cruise to countries associated 
with the gem. The tour, first of its kind, is in celebra- 
tion of Raymond-Whitcomb’s Diamond Jubilee. The 
company was organized 75 years ago. 

Combining a winter holiday with a “post graduate 
course” in the history and geography of diamonds, the 
tour will leave New York on February 11, 1955. The 
South African Tourist Corp. is giving its full support, 
which should insure good sightseeing facilities in the 
mining area of Kimberley. 





Visitors at the Wesselton Diamond Mine watch the operation 
of the grease pulsator tables, where the diamonds are fi- 
nally recovered from the concentrate of crushed blue rock. 


Raymond-Whitcomb is inviting its regular winter- 
travel customers, also, but officials of the agency believe 
that jewelers may be specially interested in the oppor- 
tunity to visit the mines and museums on the itinerary. 
They point out that retailers who lecture will not only be 
able to add to their firsthand knowledge but they can 
also build up slide-collections through their own photog- 
raphy. 

According to the travel bureau, diamond sightseeing 
will begin in London with a visit to the biggest dia- 
monds in the world in the Crown Collection. Jewelry 
and gem collections in Apsley House, the British Museum 
and Victoria & Albert Museum also will be covered. 
After a week in London, a Union Castle Line cruise ship 
will start for a complete circuit of South Africa. The 
plans call for a principal stop at Capetown and general 
sightseeing in South Africa, including the trip to the 
Kimberley area. 

Continuing through Egypt and the Suez Canal into 
the Mediterranean, the diamond party will disembark 
at Genoa, Italy. From this point, they will travel over- 
land to Amsterdam to study diamond cutting in the 
famous plant of Asscher Brothers. 

Paris is the final point on the cruise itinerary. Here 
the end-use of diamonds in fashionable jewelry may be 
observed first-hand. Plans are underway to issue cards 
of introduction for any American jeweler desiring to 
visit some of the great French retail jewelry shops or the 
smaller ateliers where precious jewelry is created. The 
Diamond Cruise will disband in Paris and travelers may 
return home by ship or plane. 
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Make Your Business More Profitable 
(From page 47) 


cash on hand, quick assets, amount of money owed you, 
annual volume and other factors. 

When you've given credit to this point, you stop, 
Period, paragraph! You have no choice. But a well-run 
business—credit-wise should never reach that point. If 
you re getting near it, discuss your whole operation with 
your accountant. Maybe you can collect some bad bills, 
get some new financing or find another means to avoid 
the point-of-no-credit. 

Lots of jewelers worry about “bad-times” and are 
always thinking they can sniff them in the wind. Should 
really bad times come upon us again, be cheered by the 
fact that thousands of small and large jewelers have 
survived every emergency, depression and war. 

You'll survive, too, if you have a plan ready. Hope 
for good times, but keep your powder dry. 

First, you should establish a “break-even point.” That's 
the amount of business you must do under current con- 
ditions to meet expenses. Your accountant can figure 
this for you. His periodic examinations of your books 
can tell you when you're not meeting the “break even 
point.” 

This is a definite danger sign. If it continues, your 
business is in trouble. Basically, you can do one of two 
things—or perhaps both of them. 


REDUCE YOUR OVERHEAD 


(1) You'll reduce your overhead. If you cut your over: 
head only 5 per cent, you may increase your profit as 
much as several hundred per cent. 

Perhaps you can cut overhead by returning a machine 
on which you are still paying. Perhaps you can discon- 
tinue a specialty item—which may not be paying its way. 

Cutting overhead must be as unemotional as a sur- 
gical operation. You need an overhead chart so you'll 
know the anatomy of your business. Otherwise the opera- 
tion may be a success, but the patient may die. 

(2) You may be able to combat the emergency by 
bringing in new revenue. Perhaps you can do additional 
advertising. Perhaps you can add a line of less expensive 
merchandise. Perhaps you can add new departments. 
You can reach out for new business, however, only if 
you have the necessary financial reserve. Ask your ac- 
countant. He can tell you how much you can spend to 
promote new business without risking your whole 
business. 

If you know in advance where to cut overhead and 
how much you can spend to drum up customers, you'll 
avoid ulcers if bad times ever do come. 

Making business decisions is a lonely job. You're the 
boss and who among your employees dares speak up and 
suggest you're making a mistake. Yet every week you see 
other business men making major mistakes of which they 
are ignorant. 

Tom goes out of business. He’s been bleeding the busi- 
ness by taking too much salary. Harry has to take ina 
partner because he milked his prosperous business try- 
ing to establish a branch uptown. Dick invests heavily in 
a complete renovation of his store. Current business 
proves unable to support the heavy mortgage load. 

As an independent business man, you never know 
when you may be making a mistake like that and as 
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Mayor LaGuardia once said, your mistake may be “a 
beaut!” 

You can avoid the possibility of such a major error 
in your command decision by hiring a professional busi- 
ness expert to look over your shoulder. 

There are various types of business experts who advise 
businessmen for a fee, but you'll probably be happiest 
with a certified public accountant. 

The CPA has the answers to most business dilemmas. 

The average CPA usually serves 20 to 40 businesses. 
He has an intimate knowledge of how most other busi- 
nesses in your community are faring. He also knows the 
local problems you’re likely to face. 

He is an authority on records. He can make out your 
tax returns so they’re “many happy returns.”” He may 
save you his entire fee, simply on his tax accounting 
alone. He'll make out your social security and other gov- 
ernment forms when they’re supposed to be made out. 

If you want to have happiness instead of headaches in 
your business, you can help to insure same by using your 
CPA with maximum effectiveness. When he calls—and 
he'll call anywhere from once a week to twice a year, 
depending upon your arrangement—ask him the follow- 
ing questions: 

(1) Am I giving—or accepting—too much credit? 

(2) Is my inventory too large? 

(3) Am I including all the items I should in my over- 
head? 

(4) What percentage of profit am I making on my 
total volume? 





(5) If I’m not making as much profit as I should, 
where do you think the trouble lies? 

(6) Is there any way I could save more money on 
taxes ? 

(7) In general, is my business as healthy as it should 
be? 

If the answers are not all favorable, it may take some 
probing to find out your trouble and correct it. But 
you'll have the peace of mind of knowing exactly how 
you stand. You'll be free to concentrate on constructive 
things—free to enjoy your quite enviable position as an 
independent business man in an ancient and honored 
trade. 





JC-K wishes to acknowledge the cooperation and ad- 
vice given in the preparation of this article by the 
American Institute of Accountants, national profes- 
sional society of certified public accountants. 











Know Your Leases 
(From page 50) 


jeweler retains his location and makes a profit on the 
transaction. 

Before signing a lease it pays to learn if the lease 
agreement has an option for renewal at a fair figure. It 
is usually not too difficult to get a renewal clause in- 
cluded in the lease. The trouble usually arises over the 
figure for the renewal. 

It is prudent, too, to know beforehand if the lease 
includes provisions for handling repairs and improve- 
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SEASONS GREETINGS 


At this moment we pause 
in our tasks to express 
our best wishes to all 
our friends in the trade 
for a very Merry Christmas 


and a prosperous New Year 


& 


JOHN J. COURTNEY & CO. 
New York, N. Y. 




































































You are—if you rely only on secured doors, 











locked safes and your own watchful eye. 








Of course, these are good measures toward 








protecting your property—but even the 











best of precautions cannot always prevent 
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dangers always imminent. 
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ments. Short term lease agreements do not need to place 
too much emphasis on this problem. During the re. 
negotiation any repairs or improvements can be dis. 
cussed. 

On long term lease agreements, however, it is im- 
portant that definite provisions be made for repairs and 
improvements. Some landlords are lax in making re. 
pairs to their buildings. Roofs and sidewalks, for in. 
stance, that need repair can cause loss of merchandise 
and customers. 

Improvements may be important for the future suc- 
cess of the business. Provisions should be made in the 
lease for the landlord to make improvements or to per- 
mit the jeweler to change the building to keep it modern, 

When the lease agreement is signed the jeweler may 
not have an idea about selling his business. Yet in a 
year to two something may occur that will make the 
sale of the store necessary. Unless there is a provision 
for sub-leasing the building, the sale of the business may 
fall through. The sub-leasing or transfer provision 
should not be restricted to the new tenant’s type of busi- 
ness. 

Does the lease agreement have definite provisions 
for termination? The most satisfactory lease agree- 
ments have a clause handling the termination of the 
lease. A figure should be set that will be paid by the 
jeweler to avoid having to pay the full amount of the 
rent for the unused time should he wish to terminate the 
lease. 

One way to avoid many problems and headaches with 
your lease agreement is to have a lawyer check it. The 
legal fee may be the best insurance you can buy. It is 
the safe way to look before you lease. 
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The Holland Jewelry Co., San Angelo, Texas, recently ran 
this ad to introduce to its customers heart-shaped diamonds, 
which are now available in quantity for the first time. Prices 
of the diamonds in the ad ranged from $225 to $900. 
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Tailor Your Percentage Lease 
(From page 51) 


He may be able to predict with almost mathematical 
exactness the amourft of volume he can reasonably expect 
to do over the period of the lease. The likelihood that 
an independent jeweler can do so is much more remote. 

Most percentage leases available to jewelers have a 
minimum floor placed under them. If a jeweler is not 
careful, he may find that the minimum rent called for 
represents all that the property is worth. In such event, 
the landlord is doing no “gambling” whatsoever, though 
this is the customary argument offered in justification of 
a percentage lease. Such a lease is advantageous only 
to the landlord because it gives additional income from 
the returns of the tenant’s business. 

The foregoing, of course, is at odds with the views of 
those people who favor only percentage leases. It is to 
the financial interest of landlords to attempt to get more 
than a normal return on their properties, if they can do 
so. Where a high straight rental would frighten away 
many tenants, the percentage lease tends to allay a 
tenant’s fears. 

It should be kept in mind that one of the inducements 
for increasing volume is to make a larger profit. This 
increased profit, percentage-wise of volume, is usually 
possible only by reducing fixed overhead. This is par- 
ticularly true in the case of jewelers. As volume rises 
so, too, do many of a jeweler’s costs of doing business, 
except if he can attain greater efficiency through larger 


volume. However, this is sometimes an illusion. There- 
fore, one of the retailer’s principal means of enhancing 
his profit position is through holding fixed costs down 
as volume mounts. 

Let’s rough out a simple example of this to illustrate 
the importance of holding rent stationary as volume 
mounts. Suppose a jeweler enters into a lease on a 
straight rent basis. At the outset he does $100,000 a 
year. Long before the lease expires he is doing $200.000 
a year. His rent is $5,000. This is 5 per cent of the 
original volume but only 214 per cent of the higher 
volume. Thus, percentage-wise, this jeweler has cut his 
rent in half. 

If, originally, his net profit was $8,000, and the same 
ratio continues with higher volume, his net profit will 
not be $16,000. It will be $16,000 plus $5,000, or $21,- 
000. He gets better than a 30 per cent bonus as a reward 
for doubling his volume under a straight lease agree- 
ment. 

On a percentage basis, this jeweler very likely would 
have guaranteed the landlord $5,000 in any event. Then, 
as his volume rose to $200,000 he would have been 
obliged to pay an additional $2,500 or $5,000, depending 
upon the formula spelled out in the lease agreement. 

Still another factor to consider in regard to a per- 
centage-of-volume lease is that this agreement gives the 
landlord bargaining knowledge of the tenant’s financial 
status at the time a lease is up for renewal. The new 
minimum guaranteed rent may be based on the then 
total rent being paid on a percentage basis, and with a 
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new percentage formula written into the lease so the 
landlord can benefit by any higher volume attained 
during the period the new lease has to run. 

If, subsequent to negotiating such a lease, volume 
drops off, the tenant finds himself with a high minimum 
rent guarantee to meet from sharply reduced volume. 
This volume reduction, without an accompanynig rent 
reduction, may wipe out his profits. Thus, in this case 
the percentage lease may not work in reverse and in 
favor of a jeweler. 

Moreover, during the period a percentage lease has 

! to run, a situation can develop where, though volume 
remains high, net profit is squeezed. Rent tied to such 
less profitable, but still high, volume can become a 
hardship. 

A lease must be evaluated in terms of its long range 
effects, and on the basis of whether its probable dangers 
outweigh its possible advantages, if any, to the tenant. 
If you agree to a percentage lease, be certain your busi- 
ness can grow within it! 


Inventory Control 
(From page 49) 


for sales on this item over the past six months or year. 

This practice makes for a better informed sales staff, 
and also saves considerable wear and tear on the man- 
ager, allowing him more time for the important work 
of promotion planning, checking for new merchandise 
to be introduced into the store, etc. 


In terms of long range management, probably the mos 
useful application of these records is in the monthly 
operating reports which they enable us to produce. At 
the end of each month, our bookkeeper produces two full, 
tabulated reports. First, she analyzgs our sales accord. 
ing to each merchandise category, listing figures for total 
sales, excise taxes paid against them, and merchandise 
costs. The second report details our inventory in dollar 
value by department. In these columns, the bookkeeper 
lists our total value for each category of merchandise at 
the beginning and end of the month, the value of pur. 
chases made during the month, and value for customer. 
returned merchandise. 


GUIDE TO BUYING AND PLANNING 


We have come to look on these reports as virtual 
necessities in guiding our buying and planning. They 
are our chief tools in working toward the goal of turn. 
ing over stock two-and-a-half to three-and-a-half times 
a year. 

A hypothetic example would probably serve well to 
illustrate our thinking and action in regard to inventory 
control: 

If a store, for instance, is running with a sales volume 
(exclusive of excise taxes) of $100,000 a year, the max- 
imum retail value of the inventory should be $40,000. 
or, since our inventory is computed in costs, $20,000 
wholesale. 

This same rule of thumb is applied, primarily, to the 
store operation as a whole, but is also measured against 
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sales for each individual department. It should be 
stressed here that there are some types of jewelry mer- 
chandise on which this turnover rate just cannot be 
affected. Diamonds and birthstone rings are probably 
the best example. However, it is important for a man- 
ager to know the turnover ratio in these departments so 
that he can plan to balance the overall picture by keep- 
ing his inventory tight in other segments of the store. 
In our case, for example, appliances and radios turn 
over quickly enough and sell in large enough volumes so 
that we are able to balance the overall picture. 

We consider this inventory information important 
enough to make special transcripts for our use on out-of- 
town buying trips. For this work, we use ruled sheets 
segregated by department on which we summarize sales 
in number of items and dollar value for all key items. 
When we go on a buying trip, these are with us at all 
times. They have proven our most dependable yard- 
stick in governing the types and sizes of our purchases 
of staple items. 

This, then, rounds out a picture in which every phase 
of our operation benefits from the use of this single, 
easily kept record. It is important, we feel, to note that 
we believe in using rather than keeping management 
records. 


Color as a Guide to Gemstones 
(From page 62) 


clusions; this is so universally true that no further test 
is needed to identify the stone. Usually they are native 
cut, for Western cutters seldom feel the stones are worth 
recutting to bring out their beauty. The stones actually 
have much more merit than this attitude would indicate. 

We occasionally see clear orange garnets from Brazil 
that belong to the spessartite category. This material is 
usually too dark and shades into red, but sometimes 
brilliant orange stones of several carats can be cut. The 
moderate dispersion of the garnet gives it a little fire, 
especially in the red part of the spectrum, and makes a 
handsome stone. The single refraction distinguishes 
spessartites from zircons and synthetic titania. 

(27) A fine orange spinel would be most unusual. 
They are occasionally found but, like other spinels, are 
badly cut with the result that the average stone has little 
merit. Usually they will be small. The single refraction 
on the polariscope eliminates all but garnet, and the low 
refractive index (1.72) distinguishes it from the more 
common hessonite. Since both come from Ceylon we 
have two other factors that can be considered: the in- 
clusions usual to Ceylon hessonite are not seen in the 
spinel, and we would seldom find garnets cut in the 
small sizes which characterize most of the pale orange 
spinels. Perhaps garnets that size are not thought worth 
cutting, even in Ceylon. 

(28) Orange tourmalines, usually with a touch of 
purplish-red, are fairly common—much commoner than 
the precious topaz they resemble. As with the pink 
stones, the distinction of mounted stones might some- 
times be a little difficult, for the refractive indices are 
rather close. Rather careful testing by an expert may 
be required. If the stone is unmounted, of course, a 
gravity test will quickly show the difference. Topaz 
would be considerably more expensive than tourmaline 
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RUNNING A 
SUCCESSFUL SALE 
IS AN ART 


by Manny 
Silverman 





HOW SHALL YOU SELL YOUR STORE 
YOU HAVE ONLY 3 ALTERNATIVES 


++1—BEST BUT LEAST POSSIBLE, find a jeweler 
or person interested who will buy your store 
to continue as a going business. 


If you can sell to a person who will continue your 
store on a going basis, you can gain, a... at least 
$ for $ for inventory, b . . . get paid for furniture 
and fixtures, c . . . get paid for good will. Unfor- 
tunately however, if your total assets amount to over 
$25,000 a purchaser who has this amount is very 
hard to find. You may get offers of $4,000 or $5,000 
cash and the balance in long term notes, BUT you 
have no assurance that these notes would be met. 


++2—WORST FOR YOU, BUT EASIEST TO DO, 
sell to a liquidator for 40¢ up to 90¢ on the 
dollar. 


It is easy to sell to a liquidator at 40¢ up to 90¢ 
on the dollar. But: Remember if your store is worth 
any amount to a liquidator who will only employ 
someone like me to run a sale for him, it is worth 
at least the same to you. My commission is the 
same whether | conduct a sale for you or for this 
liquidator. He is paying you cold hard cash not be- 
cause he likes your face, but because he KNOWS, 
. .. Not thinks or guesses .. . BUT KNOWS . . . that 
he will make a profit. Therefore this method of sell- 
ing your store is the least profitable to you. 


++3—-MOST FEASIBLE, WE WILL CONDUCT A 
FLAT OR AUCTION SALE, OR COMBINATION 
OF BOTH ON A GUARANTEED PERCENTAGE 
BASIS. 


We will run a sale for you on our regular com- 
mission basis, so set up as to guarantee you at 
least $ for $ for inventory, with the possibil- 
ity, if you have an established prestige store, 
of much better results. 


IT COSTS YOU NOTHING TO INVESTIGATE OUR 
PLAN. 


WRITE! WIRE! CALL! 
SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, New York 36, N. Y. 
Telephone: PLaza 7-4693 
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Give your customers and your business a lift 
by selling beautiful, gay charms (Sterling and 
14K) by Fisher. Through wholesalers. Catalog. 


).M. FISHER CO. Attleboro, Mass. 






























| St. Joseph of Copertino 
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This medallion, not limited to a single creed, and made fam- 
ous during World War II as a special guardian of air travelers, 
is available again for the first time since 1946. 

Comes in dime, quarter and dollar sizes in bronze, sterling 
silver, gold plate and 14Kt. gold. 

S.S. medallion and 14Kt. gold medallion on S.S. and 14Kt. 
gold Horseshoe key chains. 

S.S. medallion and 14Kt. gold medallion on S.S. and 14Kt. 
gold Clips. 
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AIRBORNE MEDALLION CO. 
104 East 56th St. New York 22, N.Y. PL. 5-4818 
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of about the same color, so the distinction is not purely 
academic. 

(29) The finest of the standard precious topazes would 
fall in this category. The recognition of precious topaz 
is not very difficult for any person with a trained eye; 
they are characterized by a rich orange color and 
splendid brilliance that would keep them from being 
confused with almost any other stone except a fine orange 
sapphire (genuine or synthetic). Precious topaz of this 
type is usually cut in long oval shapes, and the ends 
show a rich orange color which does not appear in a 
topaz which has been cut into a round brilliant. [t 
shades up into golden yellow and down into sherry 
red-browns, but the bright orange stones are probably 
the best of the standard topazes, and among the finest 
gems in this hue. Large stones up to 60 carats or so 
are possible, but infrequent. 

(30) For many years the only sale for pink beryl was 
in the clear pink color, so all the salmon-colored beryl 
found in Brazil was heated to make the paler pink stones, 
Quite recently a few of the unheated stones have found 
their way to the United States market, and they prove 
to be a rather attractive orange hue. In the larger sizes 
they have enough color to be quite desirable and rather 
unusual. They are a fairly pure orange, showing no 
brown and no yellow or gold. They are not expensive 
stones and can be had in large sizes. They have all been 
cut in emerald-cuts. 


ORANGE QUARTZ TOPAZ 


(31) Quartz topaz has a real orange color, being 
either more golden or more brown, but has to be in- 
cluded here since an orange overlaps the color of other 
stones. Its identification is simple; the refractometer 
and the double refraction quickly eliminate all similarly 
colored stones. 

(32) Amber might also be listed as an orange stone, 
though it is really more golden and brown. It, too, is 
easily identified, and the crackled surface that develops 
on almost every old piece of amber is quite distinctive 
if there were any question. Plastic imitations are not 
very convincing. 

(33) Orange is probably the best description of the 
characteristic color of fire opal. It is a rich, slightly 
brownish orange color. They are easy to identify by 
the low refractive index, the slight characteristic milki- 
ness, the single refraction, and, if unset, the low density. 
They are not expensive stones and may be fairly large, 
but the average one is quite small. 

(34) One of the finest colors of titania is a rich 
orange. It resembles the color of some zircons more 
than anything else. The distinction from zircon might 
not be too easy—since both lie above the refractometer’s 
range in refractive index—if it is not possible to get 
the density. However, the greater dispersion of the 
titania might show up in a comparison test. Fortunately, 
it is not a distinction that we are often called upon to 
make, since orange titania has not been generally sup- 
plied to the market up to now. It is, however, beautiful 
and should have met with a good reception. It may yet 
become more abundant, and more of a problem, except 
that it is more expensive, not less, than the zircons it 
resembles. 

(35) Some years ago a synthetic corundum of a 
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bright orange color was put upon the market, not really 
as an imitation of any well-known fancy sapphire, but 
more as an attractive color in a durable synthetic jew- 
elry stone. It has been said that a pseudo-Hindu word 
was coined for this material, the word “padparadscha” 
and this word was later applied to the natural stones 
approximating the orange color of these synthetics. (A 
parallel for this can be found in the appellation aven- 
turine, first applied to a glass, and later to mica-filled 
quartz with a similar spangled effect.) Few orange sap- 
phires will be seen that are not synthetics; unless one 
can find positive evidence that such a stone is natural, 
through the presence of silk or angular inclusions, it 
would be unwise and unwarranted to call the stone any- 
thing but synthetic. The sapphire nature of the material 
would be determined, of course, by the refractive index 
and the double refraction. 





Display Features Unusual Clocks 


One of the most effective ways of merchandising clocks 
at Hess-Culbertson Jewelry Co., St. Louis, Mo., has been 
through clever window displays. There the unusual in 
clocks is featured. Ivan Cook, clock department buyer, 
has made a policy of seeking clocks which cannot be 
easily duplicated elsewhere. All new models immediate- 
ly go on display in the window. 





A recent display showed 15 clocks, some saucer-like 
models with novel horizontal faces, “invisible mechan- 
ism” glass and brass models, ultra-modern dual-purpose 
clocks, etc. This display, above, was framed in black 
velvet. 


Tax Relief for You... 


(From page 58) 


of 1959 and March and June of 1960. 

Corporations with less than $100,000 of anticipated 
tax liability will continue to pay 50 per cent of their 
tax in March and 50 per cent in June of the year after 
the income is earned. 

A penalty is applied for substantial underestimate of 
tax. 

Under the old tax law, if you suffered a net loss one 
year, the impact might have been softened somewhat 
by a carry-hack to the preceding tax year. This carry- 
back generally meant you received a refund of some or 
all of the taxes you had paid the year before. Any 
losses not absorbed in this way would be carried forward 
for as many as five years following your loss year. These 
carry-forwards would reduce your taxes in later years, 
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Ask Your Wholesaler to 
Slew You the Vewest in 
Simtel Modern Cities 





Stern Manufacturing Co. 
401-407 Mulberry St. 


Newark 2, N. J. 
MArket 2-8272 MArket 3-1760 


Serving Wholesalers Since 1923 


































































“What are you worrying about .. 
it’s a Flex-Let Band! Ain’t it?” 

















FRATERNAL 
JEWELRY 
PROFITS 














ROM “Eastern Star” to ‘“Eagles’’—‘Masonic”’ 

to “Mezuzahs’’—"Odd Fellows” to “Owls” or 
any Fraternal emblem you can name, chances are 
it is illustrated or described in your Harvey & 
Otis catalog. Using it as you go after more emblem 
business will prove of great help. For emblem 
business is big business for many smart jewelers. 
Use the H. & O. Catalog you now have in your files. 


Harvey & Otis 
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but they were no help in bringing in immediate cash, 
Now the new law provides for a carry-back for two years 
instead of one, in addition to the five-year carry forward. 
In many instances, this will mean that greater refunds of 
prior taxes will be available to add to your working 
capital. 

These are only the highlights. Over 3,000 technical 
changes have been made in this colossal overhauling of 
the federal tax code. You may have to lose some sleep 
before you understand all the provisions that are im. 
portant to your particular business. But once you do. 
chances are you'll be happier with the new law than you 
were with the old. 


Want to Sell Your Business? 
(From page 56) 


the most salable merchandise is the first to go. Thus, 
you face the prospect of having your most desirable 
items sold and being left, at the conclusion of the sale. 
with merchandise that has been in stock the longest time 
and is outmoded and difficult to sell at any price. The 
problem of left-over merchandise, which may amount to 
a sizable sum from a cost standpoint, can be greater 
than the original problem of selling the store. 

In addition, there still remains the problem of dispos- 
ing of the fixtures, the accounts receivable and the mate- 
rials. These are headaches which cannot be avoided by 
wishing them out of existence. 

In my opinion, there is a definite need for retail 
jewelers to know more about the reputable companies 
which specialize in buying stores for liquidation. In 
fact, there should be greater understanding and knowl- 
edge of the various ways and means of disposing of 
stores. To be forewarned is to be prepared. Though 
you might not be considering selling your store now 
or even in the future, an unforeseen situation may arise 
that would make this knowledge imperative. 

Now, there are today approximately a dozen specialists 
in the jewelry stock-buying field. There are also many 
commission auctioneers and sales promoters; but since 
they do not make outright purchases or back up their 
guarantees with cash, they do not fall into the same 
category. 

In order to better understand the operation of these 
stock-buyers, it might be well to put one of these special- 
ists under the microscope, so to speak, for a case study. 
I can, naturally, make this more accurate and complete 
by using my firm, Gordon Brothers, for this case study. 
Brothers. located in Boston, Mass., was 
established over 50 years ago. Since then we have bought 
well over 450 jewelry stores. We have paid as little as 
$1,300 for a store. At the other extreme, we have paid 
as much as $605,000 for another. Gordon’s representa- 
tives have traveled as far as Hawaii just to look at a 
store being offered for sale. We have closed a deal over 
1300 miles away within three hours of being contacted. 
And we have disposed of a wholesaler’s inventory of 
more than a quarter of a million dollars in less than 
nine selling hours. 

During World War II, the firm set a speed record 
for selling at auction. At a dealers’ sale in Boston, 1250 
lots of merchandise were sold in five hours, an average 
of over four lots a minute. 


Gordon 
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Selling a store is not a cut and dried matter. There is 
no objective mathematical formula to follow. Human 
factors must be taken into consideration. For example, 
the day we bought Ayre and Taylor in Washington, we 
agreed to buy their second store in North Carolina on 
the same terms. We needed only to see the store and go 
through the formality of signing the necessary papers. 
We went from Washington to Winston-Salem, North 
Carolina, to do this the very next day. 

When we arrived, however, and saw the deep concern 
of the store’s manager and his recently married son, our 
plans changed. Normally we would have run a liquida- 
tion sale. But if the store manager and his son could 
buy the store, they'd have a going concern. 

So, for a given period of time we offered to step out 
of the picture and give them an opportunity to make 
arrangements if they could. They did so and bought 
the store. 

Taking human factors into consideration is a necessity 
for any concern which specializes in jewelry store 
auctions or liquidations. 

Should you ever be faced with the problem of selling 
your store, there is no blanket advice which can be given. 
The decision as to methods is one you must make your- 
self. This background material on one liquidation firm’s 
practices is offered only to give you insight into this little- 
known phase of the jewelry business. It may aid you in 
coming to a decision if you are ever faced with the 
problem of selling your store. 


Get Rid of the “Dogs” 


(From page 53) 


quicker they liquidate the old stock. An early mark- 
down, even though small, may be more effective than a 
drastic cut later. It takes courage to reduce prices be- 
cause it will reduce profits. Yet, to keep the old stock 
in the store moving, it is sometimes the only method 
that will work. 

Some stock that is included in the old classification 
of a jewelry store may not sell at the reduced price. 
For psychological reasons some people hesitate to buy if 
the price is reduced. They feel that the jewelry must not 
be good if it is necessary to reduce the price to sell it. 


AN UPWARD ADJUSTMENT 


It may be that the jewelry that is old is priced too low. 
An upward adjustment of the price to a better selling 
figure may move it quicker than a markdown. Some 
retailers check into possible markups just as much as 
they do possible markdowns when adjusting the price 
on old stock. 

Old stock that has accumulated in a jewelry store 
needs the coordinated efforts of everyone. It must be 
identified, it must be priced right, and it must be pro- 
moted aggressively. With this three-way sales action, old 
stock can be moved quickly and profitably. 

Sales people are the key to the final sale of old stock. 
By their attitude, by their actions, and by the sales 
effort they exert, a customer will be happy to buy old 
stock. Yet, if the sales person has a negative attitude 
about old stock and puts more effort on the stock that 
has just arrived, the old stock will tend to accumulate. 
Some jewelers pay an extra bonus for selling old stock. 
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Profits-wise stores 
push the products advertised in 


House Beautiful! 


(Read how to keep more money 
rolling your way.) 


Editorial leadership: For years House Beautiful’s color- 
ful table settings have set the pace in smart use of china, 
glassware and silver. 


Advertising linage leadership: For the past 10 years, 
House Beautiful has led all national consumer magazines 
in total China, Glass & Silver advertising linage! 


Carefully selected market: 83% of House Beautiful sub- 
scribers own their homes. Their median income is $10,000. 
What they buy influences others. And, our projected total 
circulation is the highest in our 58 year history. 


MR. RETAILER! 


Here’s how House Beautiful helps you sell... 
- Pre-sells your best prospects. 


¢ Offers attractive counter cards to identify your 
store with the products advertised in House Beautiful 
Magazine... absolutely FREE. 


+ Offers you “What’s Ahead in House Beautiful,” 
an advance monthly pre-merchandising package con- 
taining editorial and advertising phrases plus brief 
product descriptions and selling information. 


MR. ADVERTISER! 


House Beautiful offers you one of the most complete pack- 
ages of merchandising aids available, (from simple post 
cards to elaborate brochures). Complete digest on request. 
If you are not already giving your retailers (and your 
product) the extra sales impetus of House BEAUTIFUL 
advertising, see your House BEAUTIFUL representative now. 


P.S. More retailers are subscribing to House Beautiful than ever before! 


House Beautiful 


MAGAZINE 
572 MADISON AVENUE, NEW YORK 22, N. Y. + PLaza 1-2100 
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Brass gilt polished 
Junghans 1000 day 


37773. Size 11” x 8”. $50 Keystone. 
base. Silver dial with raised figures. 
ATO glass dome battery clock. 

WRITE FOR FREE CATALOGUE 


HENRY COEHLER CO., INC. 


Sole Agents for Junghans 


101 FIFTH AVENUE, NEW YORK 3, N. Y. 
1524 MERCHANDISE MART, CHICAGO, ILL. 























JEWELERS’ INSURANCE 
1954 = 


Reduced Rates for the 
JEWELERS’ BLOCK POLICY 


bring this comprehensive insurance pro- 
tection for jewelers into sharp focus asa 
necessity for the financial security of your 











business. 











It is available through the 
local insurance agent and broker of your choice. 
Inquiries to us for complete information are 
welcome. 


COMMERCIAL UNION - OCEAN GROUP 


INSURANCE SINCE 1714 
@ Specialists in insurance for the Jewelry Trade © 


New York 16, N. Y. 
One Park Avenue 










Chicago 4, Illinois 
175 W. Jackson Blvd. 


San Francisco 4, Calif. 
315 Montgomery Street 














Atlanta, Ga. 
1438 West Peachtree St., 


a Los Angeles 5, Calif. 
610 Shatto Place 







Commercial Union Assurance Company Ltd. 
and Affiliated Companies 
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One store, for instance, uses the annual dating plan for 
marking old stock. For stock that is a year old, the 
store pays an extra 2 per cent commission. 

For stock that has a receiving date between two and 
three years old, this jeweler pays his sales people q 
5 per cent bonus. If the stock is over three years old, 
the sales people receive an extra 10 per cent bonus for 
a sale. 

Any bonus plan must be controlled. It is possible 
with extra compensation for selling old stock that the 
sales people will devote all of their efforts to old stock 
and let the new jewelry stock age. However, a $2 bonus 
for selling a $100 watch that is old stock will be more 
effective than $2 markdown. The $2 saving doesn't 
seem like much to the customer, but the $2 bonus to 
the sales people will sound good. 


Protect Your Profits 
(From page 55) 


It is highly important that the owner of a successful 
store retain his key personnel, and perhaps his entire 
staff. If property protection is adequate, the physical 
assets of a store can be purchased or rented again, but 
the real essence of any business is the experience and 
goodwill-following of its personnel. In the final analysis 
this can be the greatest loss of all. 

Especially vulnerable are stores which must rely on a 
good traffic location, high number of unit sales and small 
mark-up. It is extremely difficult for these retailers to 
find a suitable temporary location while permanent 
quarters are being re-established. 

The merchant who leases premises is subject to the 
same perils, loss of earnings, and continuing expenses 
during shutdown, as one who owns and occupies his 
own buildings. 

The idea of insurance against lost earnings due to a 
forced shutdown is not a new one, but such policies have 
been written to cover manufacturing plants and_ other 
large corporations, and were not practical for mercantile 
businesses. For this reason, more than 90 per cent of all 
stores are unprotected against loss or failure due to 
interrupted earnings, although it is obvious that every 
store needs this coverage just as much as its regular 
property insurance. The new Business Earnings policy 
is tailored specifically to the needs of the merchant. It 
is short, simple and complete. It is reasonable in cost 
and can be deducted as a business expense for tax pur 
poses. Most of all it really protects the earnings of a 
business against its worst peril—interruption. 

While it is true that fire is the most frequent cause of 
business interruption, merchants are too inclined to 
disregard other perils that can damage and shut down a 
store. Although they can be equally disastrous, the addi- 
tional premium is negligible and well worth the protec: 
tion. These perils occur more frequently than most 
people realize. 

For example, 506 tornadoes were officially recorded 
in the U. S. in 1953, and they destroyed property worth 
$200 million. Sixteen windstorms were ranked as na 
tional catastrophes, causing more than one million dollars 
damage apiece. The bad storms are not all in the 
southwest, by any means. Violent storms strike every 
state in the union every year. 
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Nor are earthquakes confined to the western states 
alone. Two of this country’s most disastrous quakes 
occurred in Missouri and South Carolina, and claims 
have been paid in most other parts of the United States, 
including the supposedly stable northeast. 

Other causes of property destruction that may force 
a business shutdown are smoke from someone else’s fire, 
explosion, riot or civil commotion, theft, and damage 
by vehicles or aircraft. Protection of earnings against 
interruption by these and other hazards can all be 
lumped together in one complete package of protection 
for surprisingly little cost. 

A small amount of damage to property can neverthe- 
less result in a sizable loss of earnings. A fire confined 
to the paint department in a basement of a department 
store destroyed only a very small percentage of the 
store’s total stock, but the fumes forced a complete shut- 
down of the entire store for two days at the height of the 
Christmas season. The insurance payment for property 
damage was a small fraction of the large payment for 
lost earnings. 

Every store owner should consider these questions. 
If your business burned to the ground tonight, even 
though your fire insurance fully covers your property, 
‘would you be able to stay in business? Would you be 
able to support your family, meet your monthly obliga- 
tions, retain your personnel and customers? In fact, 
do you have any idea how much all this would amount 
to? You can figure it out in a moment. First, take a 
guess as to how many months it would require to find 
temporary quarters or rebuild your own, replace furnish- 





Wedding Memento—Silver Cake Knife 


The Hess-Culbertson Jewelry Co., St. Louis, Mo., ap- 
peals to the bridal market by promoting an unusual silver 
piece: a silver wedding cake knife designed by Margue- 
rite Rollinson of the store’s silver department. After 
being used to cut the cake at the reception, the knife 
serves as a permanent memento of the wedding. 





The display above, designed by Jack Brockman, store 
display manager, was used to feature the wedding cake 
knife. It is shown thrust into a “wedding cake” of white 
satin draped over a drum-shaped platform. Other wed- 
ding gifts—compotes, candy dishes and silver mugs— 
were scattered around the base of the satin. 
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RING SALESMEN 


for our well known better em- 


blem rings, stone rings, and 
mountings for East, Midwest 
and West Coast; non-conflicting 
side line not objectionable, re- 


plies confidential. 


GOODMAN & CO. 


42 W. WASHINGTON ST. 
INDIANAPOLIS 4, IND. 











Racine is the one Organization 
that has Specialized in TIMERS 
For over 64 Yoru 


Chronographs 
relate! 
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Timers 
in All 
Price Ranges 
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Re ULES RACINE & COMPANY, INC 


° 20 WEST 47th STREET, NEW YORK 36. N. Y 
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ODD SIZE MOVEMENTS 


All Steel Water Resistant Men's and Ladies’ Watches 





STEVEN MAYER, Inc. 


Watch Importers 
PLaza 7-7586 


580 FIFTH AVENUE NEW YORK 19, N. Y. 
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CASH IN on the BIG SWING to 
College-Type HIGH SCHOOL RINGS 


FULL PROFIT * NO INVENTORY 


High school students 
everywhere are switching 
to COLLEGE-TYPE 
RINGS! They want some- 
thing better and differ- 
ent! You can offer this 
great, new market all the 
latest, most modern styles 
- . - Shown in our new 
illustrated catalogue. You 
can even order one ring 
at a time! We give the 
fastest service in the 
trade with guaranteed 
customer satisfaction! Be 


ready to CASH IN on 
thesee BIGGER RING 
PROFITS! 





College Seal 


FREE! 
Send TODAY for complete information PLUS 


free selling catalogue and free counter display. 


COLLEGE SEAL & CREST COMPANY 


Dept. J12 
236A BROADWAY 
CAMBRIDGE 39, MASSACHUSETTS 














ings, fixtures and stock, and return to normal. Apply 
this time to your peak sales period—particularly the 
Christmas or spring season. Estimate your total sales 
for this period and subtract the cost of goods sold, and 
the expenses that cease during shutdown. This is the 
amount of money your business can lose if you have a 
total fire. Can you afford it—or would you have to eat 
into the insurance money paid on your property, thereby 
making replacement impossible? 

Chambers of commerce, banks and union officials have 
endorsed the new Business Earnings policy as a great 
benefit to the mercantile world. It sustains payment of 
obligations, encourages investment, and upholds credit, 
It maintains wages, salaries and dividends, particularly 
in case of a major catastrophe which might affect an 
entire community. It serves as a general safeguard and 
stabilizer to business. 

With the exception of a few states which have not yet 
had opportunity to approve the new policy, Business 
Earnings Insurance is now available in all communities 
of the country. 





Can You Top This? | 


A pair of baby shoes finished in bronze was dis- 
played in the window of Knauts Jewelers, Malvern, 
Ark. A woman brought in the baby shoes of her 
grandchild and wanted them done the same way. 
When she was shown the finished job, she said: 

“But they seem so large. I know our baby didn’t 
have feet that big. Are they the right shoes?” 

The jeweler assured her they were, but the lady 
couldn’t believe it. Suddenly she spotted the sample 
shoes in the window again. 

“Now that’s the size they should be. You see, 
they’re smaller than these shoes. That’s exactly what 
I want!” 

The jeweler stared at her a moment, and then 
removed the display shoes from the window and 
gave them to her. He put the lady’s baby shoes in 
the window. This may not have made sense, but it 
did make everyone quite happy. 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept. 100 E. 
42 St.. New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 











Have You Checked Your Will? 
(From page 60) 


turning over to him large sums of money. 

(6) Are hand written wills legal? 

Yes. Unless they provide with all the requirements of 
the codes governing wills, however, they can be success- 
fully contested. 

(7) How can a will be altered? 

By a codicil. ; 

(8) Is it safe for a businessman to draft his own 
codicil? 

As a rule, no. In event the codicil is improperly drawn 
it may do more harm than good. In event the will is 
hand written, it is better to destroy the old copy and re- 
place with an entirely new will. 

Where the will has been typewritten, the codicil must 
be formally signed and witnessed in the same manner as 
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a will. The best thing to do is to see an attorney every 
time a change is advisable. 

(9) Should there be more than one copy of a will? 

It is not necessary but often wise to have duplicate 
copies. This precaution will be added insurance that the 
will is not lost. It is always well to remember that a will 
is one instrument that cannot be replaced and _ that 
every effort should be taken to see that it comes to light 
when the necessity arises. 

(10) Where should a will be kept? 

In a place where it is most apt to be found. Some 
suggested spots are: in a safety deposit box, the files of 
the family attorney, or in the vaults of a trust company. 
Many trust companies maintain a will service. This 
means that they file the instrument away under the 
testator’s name. They then check the file each day against 
the recorded vital statistics. In event a name matches 
a document in the vault, it is immediately presented to 
the probate court. 

(11) Is the cost of drawing and amending wills ex- 
cessive? 

Not as a rule. Most attorneys make but a nominal 
charge for drafting wills and codicils. In any event, the 
cost involved is trivial compared to the time, money and 
general benefits a family secure from a well planned es- 
tate that is kept up to the moment. 





Displays Old Watchbands 
To Sell the Latest Models 


Aggressive merchandising and bold advertising sharp- 
ly increased the sales of men’s and women’s watchbands 
at the Centre Jewelry Co., New Bedford, Mass. Sidney 
Cahan, owner of the store, believes that “most men will 
wear a watchband until it falls apart. unless shocked 
into remembering to buy a new one.” In his campaign 
to “shock” people into buying new bands, he used news- 
paper advertising. radio promotion, window displays 
and aggressive selling. 


THE OLD AND THE NEW 


A window displayed bands made by seven top watch- 
band manufacturers. Contrasted with every new band 
was a cracked and stained leather band, a twisted ex- 
pansion band or one with tarnished metal. The obvious 
and interesting implication was that passers-by were 
wearing such worn out bands. Now was the time to 
buy a new one. Cahan displayed a dozen old bands, 
which were an eye-stopping contrast against the smart, 
new models. 

A sign in the center of the display said, “The Centre 
Jewelers will give you $2 in trade for your old watch 
hand, whether it’s a leather strap, metal band or piece 
of string. We want you to dress up your watch.” 

The sign had an excellent psychological effect. Cahan 
said that men stopping to examine the window and 
looked surreptitiously at their own watch bands. Many 
decided to buy new bands on the spot. . 

Centre Jewelry also ran a two column by five inch 
newspaper ad to put over the $2 trade-in offer. Watch- 
bands were displayed in every counter case and wall case 
throughout the store in a successful effort to make the 
store “watchband headquarters.” 
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SALESMAN 
WANTED 


by well established Jewelry firm 





Sell Gold & Platinum Diamond Jewelry 
to Retail Stores in 


TEXAS, LOUISIANA, MISSISSIPPI, 
ALABAMA, OKLAHOMA, 
ARKANSAS, GEORGIA 


Must have following to supplement 
our present accounts in these states. 


Only Salesmen accustomed to high earnings need 
apply. Give Jewelry background and approximate 
earnings in first letter. 


Box “A., 1584," Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17, N. Y. 








INVENTORY” PLAN 


..be the leading trophy dealer 
in your community. ..carry the 
Arien Trophy ‘‘Controlled Inven- 
tory’’ of fine trophies and 
awards... for every event! Arien’s 
1955 Super Catalog contains 68 
pages of new designs in: 

e Genuine onyx, black-and-gold 


e General line of trophies in 


All available with ‘‘Rich-glo”’ 
figures for every sport and every 
event and Priced Right! 










WITH 


ARLEN’S 


“ CONTROLLED 
Plus 
Dealer-!mprint 


*SUPER CATALOG! 


Italian Marble, white Pedrara 
and Mexican green onyx 


smart new walnut woods. 
‘“‘Marbelette,’’ gem-like plastic. 


*Sold only through 
Authorized Dealers! 

















ARLEN TROPHY CO., INC. =" 
50 Gold Street, Brooklyn 1, N. Y. ‘ 
Please rush me FREE-— details of your new “Selected Inven- : 
tory Plan,” plus the super 1955 catalog, and how | can use it . 
in. quantity with my own imprint. . 
FIRM NAME : 
NAME 
ADDRESS , 
CITY ZONE STATE JK- 28 
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This magnetic pencil by the American Mfg. 
Co., Cranston, R. |., has a metal top 
which snaps in and out of its magnetic 
companion piece that pins to a garment. 
A Petite American, gift boxed, $1 retail. 


This 21 jewel Lady Elgin "Camellia has 
three-link endpieces artistically fixed to 
a simple 14K gold case. Dial has try- 
lons and figures applied in gold. With 
black nylon cord, $125 retail, F. T. |. 


One simple setting control distinguishes 
the Gruen alarm watch. Styled in stain- 
less steel, it has sweep second hand, 1I7 
jewels and luminous dial. With a lizard 
strap, $69.50 retail; expansion band, $75. 





The Mido Powerwind "Webster" features a 
recessed crown and thinness. It is self- 
winding and water-resistant and has sil- 
ver toned dial with radium touched hands 
and figures. Retails at $79.50, F. T. I. 


International Watch Co.'s "Fleur de Lys" 
watch for men has painted iris in pastel 
colors on a golden enameled dial. Self- 
winding, water-resistant, it has I8K gold 
case, 21 jewels. Retails at $400, F. T. I. 


Theyre 











. They're yours 





Lady Bulova "E" is one of 8 new ladies' 


watches featuring self-winding. Shock- 
resistant, anti-magnetic, it has a gold 
case, I7 jewels and expansion bracelet. 


Also comes in retail. 


black dial. $75 


Longines "First Lady Louisa" offers dra- 
matic loveliness in a 14K gold case with 
either black or white dial. With a black 
suede strap, it retails for $125, F. T. |. 
Model is from Longines First Lady series. 
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An Eterna-Matic thin watch for men has a 
recessed crown which makes possible the 
true circle design, uninterrupted by the 
winder. Self - winding, water-resistant, in 
stainless steel, $89.50 retail, F. T. I. 


French baroque Syroco wall clock has a 
jeweled, 8-day front wind movement. In 
"Metalgold," “Metalsilver" and white with 
gold. No. 2884 is $35 suggested retail, 
Syracuse Ornamental Co., Syracuse, N. Y. 
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A "Leading Lady" cuff bracelet by Harwood 
Mfg. Co., Providence, has hand-set ice 
blue or crystal clear rhinestones and has 
yellow or white finish and back of stain- 
less steel. $10.50 suggested retail price. 


Seth Thomas’ "Rondo" is modern in design 
and has an easy-to-read dial. Comes in 
white, red, green, yellow or black. This 
self-starting, electric clock mounts to 


conceal cord and outlet. $6.95 retail. 





This slave bracelet of heavy gold plate 
on brass is a new item in an Arabesque 
costume jewelry line imported from Spain 
by the J. F. Bard Co., 220 W. Locust St., 
Chicago 10, Ill. It is $3.50 Keystone. 





LeCoultre Royal watches feature platinum 
cases, diamond-studded endpieces and easy- 
to-read dials framed with diamonds. Left 
to right, No. 89 and 61, from $500 retail. 
Other Royal models in 14K gold, from $300. 


Sessions’ "New Teatime" is in authentic 
ceramic with bright glazed on colors. In 
red, yellow, green, white, blue, beanpot 
brown and sand pottery cases with raised 
white numerals. No. 7-TK-69, $5.95 retail. 








Theyre 


... They're yours 
















From Poole's "Contemporary" hollowware 
line, designed to blend with contemporary 
home decorating, is a centerpiece bowl 
in heavy silverplate with a brush finish. 
No. 3215, it is $27.50 retail, F. T. I. 

















Webster-Wilcox, division of International "Willow," one of the two new sterling pat- A two piece baby set borne by Jolly Jack 
Silver, offers pieces personalized with terns by Gorham, has borrowed fluid grace grinning from a gay red, blue or yellow 
initials. | initial, $1 net; 2, $1.75 per and sophisticated use of a simple nature box is by 1847 Rogers Bros. in Heritage, 
set; 3, $2.25. Items shown, from 5 piece form from the Far East. Six piece place Daffodil, Remembrance, Eternally Yours or 
service, No. 2600, $145.50 retail, F. T. |. setting is $32.50 retail price, F. T. |. First Love patterns. It is $2.95 retail. 


The newly styled Westinghouse roaster- A Craftsman cobra billfold by |. Smallman The Manning Bowman division of McGraw 


oven has a white plastic control knob, & Sons Co. features gusset change pocket Electric Co. offers this nine cup, auto- 
which glows when the roaster is in opera- and removable eight view passcase. The matic percolator which has a lower heat- 
tion. Includes infra-red broiler grid and cover is cut in one piece and it is avail- ing element once coffee is hot and signal 


timer clock. No. RO-541, $43.95 retail. able in red or in maize, retailing at $5. light when coffee is ready. $19.95 retail. 


#s 
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to profit by... 


The "Woodmere" by Chelsea has a case and 
cradle of hand-carved mahogany contrast- 
ing with brass. Dial is silvered with 
raised black numerals. 8-day, !1!-jewel 
lever movement, $137.50 retail, F. T. |. 


The “Lite-O-Matic'' combination cigarette 
case and lighter is from the Monogramme 
line of Elgin American. Lighter automati- 
cally lights as the case clicks closed. 
Comes in golden satin finish, $25 retail. 





The Benrus "Elegance" is a_ clock-radio 
wth smart gold numerals and classic fili- 
grea hands, encased in a cabinet of gold- 
plated metal. With five tubes, it is 8" 
wide, 6" hich, 41/4" deep. $59.95 retail. 


Parker Pen's first matching ball-point 
and fountain pen set is "The Smart Set," 
described by the firm as the first such 
set with matching point grades. In gold- 
filled caps and clips, retails at $26.25. 










Smartly fashioned 14K white gold earrings 
from Z. |. Levkov, 565 Fifth Ave., N. Y.. 
are highighted by two drop and two round 
cultured pearls and eight diamonds. The 
earrings are No. B-500 at $190 Keystone. 





The "Lookout" by Westclox tells when time 
is up for cooking, phone calls or similar 
uses. It has a specially designed dial 
which begins with widely spaced minutes. 
Red, white, yellow, green, $3.95 retail. 


Now available all over the country, the 
new Ronson electric shaver, in black and 
ivory, has a cigarette paper-thin head 
that is flexible for hard to shave places. 
With black calfskin case, $28.50 retail. 








INTRODUCING NEW 
CAR VEL HALL uses. sou es 


ideal companion piece for 


ever-popular Steak Knife. 


STEAK FORKS 


e Matchless Quality 
e Endorsed by Emily Post 


e Unconditional Guarantee New companion piece doubles 


e Nationally Advertised 


e Over 100 Sets from $6.50 to $145.00 + | ' 

Over 100 Sets fom Sos susc0 rOfit impact of Carvel Hall Line 
© Attractively Gt Padaged Overnight this fast-selling line is twice as profitable. Why? 
Because this smart, new Steak Fork is a terrific item. Any- 
one and everyone who owns a steak knife now . . . who 
buys one later . . . automatically becomes a red-hot prospect 
for it. Everyone who’s seen it has raved. And you will, too. 
Order early. The supply is still limited. Just another reason 


why Carvel Hall Cutlery is the world’s finest and fastest- 
FINE C U TLERY moving cutlery line. 
by Briddell 


DEALERS: Write or phone for name of your nearest Carvel Hall Distributor 
CHAS. D. BRIDDELL, INC., CRISFIELD, MARYLAND 
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by KATHERYN 
DORFLINGER 






Meet the Challenge ofC 


-.. in the sale of china and glass 


In today’s competitive market, jewelers are successfully meeting the 


challenge in the sale of china and glass. In this article, the author 


sums up merchandising ideas which others are employing to good advantage, 


Bit jeweler is squeezed between com- 
petition from cut-rate and cheap merchandise stores and 
those vast merchandising establishments which have 
greater capacity for variety, display and storage. How 
can you, the jeweler, meet this competition? 

Having, in recent years, visited a great many stores 
all over the country, I would like to suggest some ideas 
which a number of jewelers are finding effective in meet- 
ing this challenge. Perhaps you are already using many 
of these ideas. If not, they may prove helpful. 

Starting with the basic thought of getting customers 
into your store, let me ask you these questions? 


Despite a lack of abundant space, the average retail 
jeweler can create effective displays of table top 
merchandise, though using a minimum of display space. 


(1) How civic-minded are you? Do you take an 
active part in the life of your community, especially if 
you live in a small town? 

(2) Do you tirelessly try to build prestige—your com- 
munity’s confidence in yourself, your sales personnel and 
your merchandise? 

(3) What special services are you giving your cus- 
tomers? Are you selling these special services in your 
advertising ? 

(4) Are you modernizing your displays of china and 
glass—making better use of limited space? 

(5) Do you thoroughly understand the new trends in 
tablewares and new buying habits; and, even more im- 
portant, are you taking advantage of them? Is your 
merchandise styled for today’s market? 

(6) Are your salespeople as well informed about your 
china and glass lines and good selling techniques as they 
should be? 

To take up the first question, every jeweler worth his 
salt is active in community affairs. But perhaps you 
hadn’t thought of getting acquainted with the local so- 
ciety editor. She can do you a great deal of good. Also 
cultivate the acquaintance of the local real estate agents. 
They know of new homes, new rentals, newcomers whom 
you may want to contact by note or card. 

Do you know the high school principal? He can tell 
you of parent-teacher teas, high school socials, etc., where 
you might render a service or donate a small prize. The 
local clubs run tournaments. Are the prizes being bought 
at your store? School, club and church functions should 
be part of your community life. Get to know people, and 
they will remember you when they need a gift. 

What special services do you give your customers? 
These are extremly important for the jewelry store. 








Mrs. Katheryn H. Dorflinger, the author of this article, is 
director of advertising and publicity at Midhurst China Co. 
Formerly with Steuben Glass, Mrs. Dorflinger has lectured 
before numerous women’s clubs, college groups, and at various 
museums throughout the country. She has also appeared on 
television and radio programs, and has given sales training 
talks at leading stores throughout the country. 
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Here are a few you may not have thought of: Offer 
to loan some of your items to the local women’s club, 
parent-teacher functions where they need a table setting. 
Offer to give a talk on a subject you are particularly 
interested in, such as silver, china and glass, to the 
home economics class in the high school. Be sure to let 
the news editor know of it. 

Borrow a moving picture from one of your distribu- 
tors to show at a local function. Offer a prize to a home- 
making class for the best table setting idea to coordinate 
your china, glass, silver and accessories. Show the 
winner’s table setting, or a picture of it, if space is 
limited, in your window with the student’s name. An- 
nounce it in the local paper. Occasionally make special 
after-hour deliveries in your own car to the harassed 
mother of a bride, or hostess. It will pay dividends. If 
there is a good linen store in town, suggest cooperative 
displays. Get linen mats on memo and lend china on 
memo. 
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Attractive, up-to-date displays with excellent lighting, clean merchandise, 
pretty colors, and a modern feeling can bring customers into your store. 
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Are you improving your displays, making better use 
of limited space? Attractive, up-to-date displays with 
excellent lighting, clean merchandise, pretty colors and 
a feeling of aliveness bring customers. 

One prominent glass manufacturer who has made 
exhaustive tests in lighting says blended light, incan- 
descent with fluorescent, is best for not only glass, but 
china and silver as well. Lighting experts have proved 
beyond a doubt that well-lighted merchandise effects 
sales. Blended lights cut down heat but add brilliance. 
Gool lighting on well organized displays makes mer- 
chandise look beautiful. Poor light kills it and help 
to kill sales. 

Today there are many unobstrusive but effective dis- 
plays for the store with little space. Remember, you are 
selling merchandise, not displays. Movable pegboard 
screens, hanging wall and easel displays, upright dis- 
plays utilize unused upper areas. Many of these plastic 
wallboard or metal arrangements stand on slender legs 
and elevate merchandise so well they triple display areas 
without cutting off the view of merchandise. Have table 
settings or single place settings wherever you can tuck 
them. They sell. 

Narrow, shallow drawers in tiers are used to advantage 
by some bridal bureaus to show coordinated china, glass 
and silver patterns. These can be built into low or high 
areas which otherwise might be wasted. 

Jt is a mistake to show china on glass shelves. Not 
so with glass. To show the china to advantage, place 
thin, colored mats or material on the glass shelves, folded 
under neatly to the proper size. You will be surprised 
how the attractive colors bring out the patterns. 

Your windows are a valuable advertising medium to 
bring people into your store. They should give ideas to 
your customers. Show table settings or place settings 
with accessories for dining. Change them often. 

Have you ever invited your local garden club members 
to coordinate a place setting of china, glass and silver 

(Please turn to page 104) 
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The potter at work at his wheel. He forms the bottom 
of the plate with a special tool called the "profile." 


If the Customer Asks 





FACTS ON CHINA AND GLASS MANUFACTURING ... 


Make Your 


A selling expert earned national fame by 
advising his restaurant client: ““Don’t sell the 
steak—-sell the sizzle.”’ All steaks sizzle while 
they are being cooked, of course, but up 
until then, no restaurant had thought of using 
that mouth-watering quality descriptively on 
the menu or of bringing it directly to the 
table. 


-_ and glass have a “sizzle,” 
too. It is without sound or aroma—but if you will 
forgive a bad pun, it is far from tasteless. It is, in 
fact, taste, itself, as represented by the customer’s 
individual preferences. Most of the tableware ona 
jeweler’s display shelves is of sound quality and 




















Is this china or porcelain? 
Both. China and porcelain are two names for the same 


thing. 


Where did the names come from? 

China is named for the country which first made this 
vitrified, translucent ceramic ware. Europe, England 
and, later on, the new American nation, imported lots 
of it, the English-speaking countries calling it china; 
most Europeans naming it for the “porcella,” or shell, 
which it resembled. 


What is semi-porcelain? 

This is a name occasionally given to earthenware. Some- 
times it has actually been given a higher firing than 
usual, but this is not always the case. In any event, it is 
a misnomer. The ware is not vitrified, so it is earthen- 
ware. 


Semi-porcelain sounds better than earthenware, 
doesn’t it? 


Remember that all ceramic ware is made from clay or 
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earth. There is nothing to be ashamed of in the honest 
word “earthenware,” which carries the backstamp of 
some of the oldest and proudest names in dinnerware. 


What is really the difference between china and earthen- 
ware? 

Both are made of baked clay—otherwise their formulas, 
degrees of baking temperatures, and most of their manu- 
facturing procedures are widely different. 


How can I tell them apart? 


Hold the plate up to the light. Can you see the shadow 
of your fingers through it? Tap the edge, with your 
fingernail. Does it “ping?” If both answers are yes, 
the ware is china. 


If you can see light through china, doesn’t that mean 
it is very fragile? 

Most certainly not; well-made china is both strong and 
durable. 

You say “well-made.” Isn’t all china alike? 

By no means. Every manufacturer has his own variations 
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the salespeople can safely recommend it to their 
customers. But the “sizzle” is the thing that usually 
clinches the sale. In selling tableware, this takes 
the form of the customer’s interest in design, color, 
fashion, brand name, pride of ownership, and those 
subtle differences in quality which may or may not 
be visible. 

To be able to deal adequately with these “sizzle” 
factors, the salesperson must know what he is talking 


about. If that sounds fundamental, it is. No cus-. 


tomer may ever ask how the ware is made or what is 
the difference between this and that. But a basic 
knowledge of these things, easily obtained from 
your own trade magazine or from manufacturers’ 
literature, gives the salesperson that self-confidence 
and know-how which often swings a sale. 

In order to bring it to its simplest level, we offer 
the following as the questions most likely to be 





asked by china and glass customers 
gested answers. 


with sug- 


STEPS IN MANUFACTURING GLASSWARE 


At left, artisan blows glass in a cork- 
lined mould. Gently turning and blow- 
ing the blowpipe, he shapes the piece. 





Above, mold used in pressing glass, 
opened to show the finished piece. 





At left, the designs are cut by an 
artisan holding the glass against 
revolving wheels of abrasive stone. 





Right, in etching, design is hand 
printed on specially prepared 
paper. After a chemical shower, 
paper is removed, leaving the 
waxy print which carries the de- 
sign transferred to the glass. 
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in matters of ingredients and workmanship, and the 
quality varies accordingly. 


Is quality the only difference among all these brands of 
china? 


No. There are different types of china bodies, although 
they are all vitreous and translucent. 


When you say “type.” do you mean something like bone 
china? 


Yes, bone china is one of the great divisions of china. 
It was developed in England and is still made there 
almost exclusively. 


Does it actually have bone in it? 


Yes, it contains animal bones, usually ox bones, which 
have been burnt and then crushed to a fine powder. 


Why don’t other manufacturers use bone? 


China-making developed along other lines in Continental 
Europe. These factories use a high percentage of 
feldspar as a flux, and so the body is called “felspathic.” 
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What about American china? 


It is felspathic. A few brief tries have been made here 
at making bone china, but they were not successful. 


Which is the better? 


No one could answer that definitely. If they are care- 
fully made they are about equal in durability, and the 
choice of their respective qualities of beauty and desir- 
ability are entirely dependent on the customer’s per- 
sonal taste. 

You have been calling china “vitreous.” What does 
that mean? 

It means that the body and the glaze have been fired 
together at such extremely high temperatures that they 
are completely fused. Vitreous means “glassy,” and a 
vitrified ware is almost as non-porous as glass itself. 


Isn’t earthenware glazed, too? 

Yes, but it is fired at a lower temperature than china 

and the body and the glaze do not become fused so com- 
(Please turn to page 108) 
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A. Silhouette cut-out of a bride dominates the background of this suggested wedding gift window display. 


isplay Ideas for China and Glass 


- a display standpoint. the jeweler who 
carries a stock of fine china and glassware as well as 
silverware—in short. a complete table top fashion de- 
partment—has about three times as easy a job of arrang- 
ing and showing his merchandise attractively as the mer- 
chant who must show his silverware alone. There is 
little argument that these three lines complement each 
other from a merchandising viewpoint. There is no 
argument that they enhance each other display-wise. 

A table setting without china and crystal has so little 
visual appeal for the passer-by that jewelers have fre- 
quently been known to borrow these items so that they 
could show their silver merchandise in its proper set- 
ting! As many times as it has already been said—it 
still bears repeating—there is no better way to display 
and promote any kind of tableware than by showing it 
thoughtfully and beautifully arranged in a table setting— 
or a series of place settings when space forbids a com- 
plete table. 

Women who entertain—or women who hope to enter- 
tain—brides and matrons alike—are drawn almost irre- 
sistibly to such displays. They are perennially interested 
in new and different arrangements and combinations of 
table appointments—and above all, they want to know 
what is correct in pattern selection and combination and 
in the placing of the various items. The knowledge which 
will make you an authority on this subject is the best 
sales asset you can bring to your table top fashion 
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by VIRGINIA DIXON 


department. And one way you can demonstrate this 
knowledge is through your window and interior dis- 
plays. 

The color and sparkle of china and glassware bring 
added attractiveness to your window and interior dis- 
plays. Silver, lovely as it is. needs this contrast to bring 
out its greatest beauty. Although some separation of 
these departments in the store and at times in the win- 
dows is necessary. do not keep your lines of table top 
merchandise segregated from each other. Bring some 
silverware into the china department and display at 
least a few pieces of china and crystal always with your 
silver. Ideally they should be closely enough integrated 
so that it is easy to assemble very quickly ensemble 
groupings of silver, china and crystal for any customer. 

Surveys have shown that just as with silver merchan- 
dising, the primary interest of the customer in selecting 
china and glassware is in the pattern, but the name and 
reputation of the manufacturer is an important second 
consideration. Price is the third consideration in most 
cases. This indicates the necessity of promoting your 
manufacturers names in your windows and in your 
interior displays. Plenty of help is available from these 
suppliers for this purpose, but it is necessary for you to 
integrate such material so that it comes out with the 
stamp of your store’s individuality and not as pot pourri 
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digest. Speed can be a factor in magazine 
advertising, too. The faster a reader goes, 
the less likely he is to read the ads. On the 


other hand, the more thoroughly he reads, 





the more he reads the ads. No wonder 


jewelry advertising does better in the week- 
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of conflicting ideas from various sources. You may want 
to promote one manufacturer at a time in your window 
or you may find it a good idea to feature all your lead- 
ing manufacturers in one display. You will probably do 
both things at different times. 

Educational displays which identify and describe 
various types of china, earthenware and glassware and 
define some of the terms used in talking about this mer- 
chandise will increase customer appreciation and under- 
standing of quality features. 

Color and lighting need special consideration in both 
window and interior displays of china and glassware. 
Don’t be afraid of using deep dramatic colors for this 
merchandise, but keep colors neutral in tone rather than 
vivid—deep slate blue, soft but dark moss green, rich 
violet grays—any of these would be suitable with almost 
all china patterns and with glassware. Off-white and 
pale gray blue are both good if a light color is needed. 
Fluorescent lighting is good for both china and glass- 


B. Coordinated china, glass, and silver patterns are featured in this compact display. 


ware, but glassware needs some supplemental incan- 
descent lighting to give it sparkle and brilliance. 

Since the bridal market is an important one in selling 
china and glassware, the first of the suggested window 
displays—Sketch A—is a wedding gift window. A sil- 
houette cut-out of a bride dominates the background 
while the table setting in the foreground shows an array 
of china and glass wedding gift suggestions. Silverware 
may be included in this display if you wish, depending 
on how much emphasis you want to put on your china 
and glassware department in this display. Gift packages 
are shown in the foreground. The open book may be 
wedding gift book used to indicate items and prices or 
you may call attention to your bride’s gift registry 
service by showing a typical page. The table should be 
covered with an attractive cloth—not necessarily a regu- 
lation tablecloth. A pastel muslin cloth with a tulle 
overdrape would be pretty and bridal looking. The cut- 

(Please turn to page 110) 


C. To publicize one's stock of well-known 
tableware manufacturers, this display uses 
simple groupings of merchandise with each 
maker's name appearing on a ribbon scroll 
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ux | Mr. Turner discovers a market 

\ al 

a Mr. W. E. Turner’s a wide-awake retail jeweler who’s discovered the big 

rware teen-age girl market right in his own home town, Newberry, South Carolina. 

pr One glance at Mr. Turner’s window (see above) shows he’s discovered 

kages Seventeen too. One look at his sales figures shows he’s put Seventeen’s power 

ed . to work—helping him sell silver and high-priced table accessories to girl 

gistry graduates and their gift-giving parents and friends. 

ld. be . 
p As Mr. Turner puts it, “this is the second year we’ve used this plan (a win- + : 
e cut: dow display built around Seventeen) and it has worked wonders—this year’s + 


girl graduate sales were even bigger than last year’s !!” 


Mr. Turner is typical of smart men in the trade who’ve found it pays to go 


after the rich teen-age market. 


How about you? 


: eventee 


ay uses 

th each 

n scroll. : 
The one magazine that dominates the fast-growing market of teen-age girls. 
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Theyre New... 





Table-Top Fashions 








“Argo''—delicately drawn design of ferns New modern designs by Gunnan Nyland in New pierced design in Schumann Bavarian 
and leafy sprigs in grays on white heavy Swedish glass from Strombergs- china fruit plates with 6 different pat- 
Bavarian china by Hutschenreuther; platinum hyttan; 5" bowl retails for $15; 10" terns of fruit; 634" plates, $1.25 each 
lines; 5-pc. setting about $12.50 retail. bowl, $40; 5" vase, $20; 10" vase, $40. retail; 9" plate, $2.50; 9" bowl, $4.50. 
From Paul A. Straub & Co., Inc., N. Y. C. From R. F. Brodegaard & Co., Inc., N. Y. From Geo. Borgfeldt Corp., of New York. 





Daisy embossed dessert plates in Spode ‘Olde Thompson Serva-Susan," new 3-piece  Will-o'-the-wisp forms delicately done 
earthenware (S.2280) are decorated with hors d'oeuvres server combines tray with in pink, black and gray—new "Domino" 
fruit done in rich colorings; they may Lazy Susan in compact design; it may be pattern in Hallcraft dinnerware; 16-pe. 
retail at about $25 a doz. Stocked by retailed for $4.95. It is made by Geo. starter set may be retailed for $10.95. 
Copeland & Thompson, Inc., of New York. S$. Thompson Corp., of S. Pasadena, Cal. From Midhurst China Co., of New York. 
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..- They'll Be Selling 


and Home Accessories 


Compartmented barbeque plates in heat 
resistant porcelainized steel, in blue, 
red, green, yellow; each retails for 
$2.50; matching cups, $1.50 each. From 
Sparky's of California, Huntington Park. 


"Dear Ruth" ceramic original 9" high is 
functional for use as a TV lamp or night 
light; painted blue, pink, or moss on a 
simulated marble base; retails for $23. 
By Florence Ceramics Co., Pasadena, Cal. 
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"Jet Black"—new treatment in Arzberg 
china has semi-gloss surface, comple- 
ments plain white china or coordinated 
designs; cup and saucer, $4.50 retail. 
From H. E. Lauffer Co., Inc., New York. 


Dramatic new color effect in Carrara 
Modern dinnerware — swirling, marbleized 
effect in white enamel against charcoal; 
16 piece starter set retails at $16.95. 
By Iroquois China Co., of Syracuse, N. Y. 








oho 





“Royal Oak," new dinnerware pattern in 
Jaeger china from Bavaria has clusters 
of oak leaves in subtle colorings, gold 
edge line; 5-pc. setting retails at $9. 
From Ebeling & Reuss Co., Philadelphia. 


Slim new martini mixer in Orrefors glass 
from Sweden, holds more than a pint; in 
plain crystal it may retail for $11.75; 
decorated with a cutting, $18.75 retail. 
From Fisher, Bruce & Co., Philadelphia. 
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by MADELINE LOVE 





* manufacturer or importer of china and glass 
who exhibits next month at the Pittsburgh Show will 
bring his newest and his best for your inspection. And 
we hope you will be there to see it all. If you sell these 
lines, you will find the Show the most convenient pos- 
sible way of getting a cross-section view of the market— 
and if you are planning to add china and glass to your 
store, it will give you an excellent chance to evaluate the 
various styles and qualities. 

The list of exhibitors is, of course, not all-inclusive. 
There are good china and glass houses which never at- 
tend trade shows at all, and whose showrooms in New 
York must be visited. But Pittsburgh exhibits are sufh- 
ciently wide in scope to give a clear picture of style 
trends and are of inestimable value in planning 1955 
merchandising. 

The Pittsburgh Show is in three parts. All-domestic 
is the Glass and Pottery Exhibit at the William Penn 
Hotel—one of the oldest, if not the oldest, trade show in 
the country. This is its 76th year. 

Importers and domestic houses, both, are to be seen at 
the other two divisions of the Show—the Keystone China 
and Glass Show at the Fort Pitt Hotel: and the Carlton 
House China and Glass Show. 


% * 


A BIT of news concerning the Chicago Gift Show. set 
for January 31 to February 11 at the Palmer House 
and LaSalle Hotel, is the fact that for the first time 
registered California, Inc., will join the Show and will 
exhibit the various lines on the fourth floor of the 
LaSalle. They will no longer be showing separately at 
the Morrison Hotel. According to George F. Little, man- 
aging director of the Eastern Manufacturers’ and Import- 
ers’ Exhibit, this means a further consolidation of the 
gift market and will be of great advantage to buyers. 
The Discovery Room, featuring one completely new 
item from each of more than 200 exhibitors, will again 
be located on the Mezzanine of the LaSalle. The tradi- 
tional dinner dance will be held February 3 at the Palmer 
House, and on February 8 a Bingo party for buyers 
only will be held at the LaSalle. 


* * * 


F. BRODEGAARD & CO., INC., glassware import 
® house, has been appointed sales representative for 
James Powell & Sons, Ltd., of England, manufacturers 
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of Whitefriars glass. Whitefriars dates back to 1689 
when it was founded on a site originally occupied by the 
Carmelite monastery. After changing hands many times 
it was bought by James Powell in 1834. The factories 
new adaptations in crystal tableware and accessories wil] 
be exhibited at the Carlton House during the Pittsburgh 
Show. 
* * * 

YW iLiam F. DALZELL, president of the Fostoria 

Glass Co., has been made chairman of the trade 
promotion committee of Division H of the American 
Glassware Association. The group was formed to look 
into the domestic handmade glass market, with the idea 
of stimulating public interest in American-made glass, 
The move was made following the rejection by President 
Eisenhower of an upward revision of tariff on glass. 
* * * 


6¢/ FABLE TOP SELECTOR” is the name of this new 

display unit for retail jewelers, just made ayvail- 
able through Reed & Barton. In it, the jeweler cn dis. 
play 34 to 48 different flatware patterns, 17 china designs, 
and up to 20 goblets, while in the cabinet at the bottom 
of the unit, there is space for linen. With counter-top 
space for two complete place settings, the jeweler can 
offer his customer the opportunity for immediate com. 
parison of harmonizing tableware patterns and make her 
selections in three lines at the same time. 





The Selector is 6’ wide, 6/1” high and 21” deep and 
is available in a number of different finishes, according 
to the needs of the jeweler. The standard size holds 34 
three-piece flatware settings, but if the jeweler wishes, he 
may have an additional row for the top of the unit, 
holding 14 three-piece pads. The Selector is available 
at a cost of $275, and several optional purchase plans 


have been arranged. 
* * * 


ISS JEWEL S. GOULD has been appointed pub- 
licity director for the Jackson China Co.’s Royal 
Jackson China dinnerware and for Val St. Lambert, fine 
Belgian crystal. 
* * * 
tata 150 members of the China, Glass and Pottery 
Association of America, and their guests, attended 
the dinner given in mid-October at the Brass Rail, New 
York, in honor of Eugene P. Henn, one of the founders 
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BUYERS EVERYWHERE REPORT... 


FHALLCRAFT 


CONSISTENTLY BREAKS SALES RECORDS! 


The country's fastest selling dinnerware SEE OUR 


has become on AMERICAN CLASSIC” jeneaennetns 


6 
@ VALUE: $9.95 to $12.95 for 16-piece starter sets. PITTSBURGH 


53 piece sets (service for eight) $38.95 to $46.95. William Penn Hotel 
Room 499-F 
January 5-12 
@ STYLE: Acclaimed as America’s outstanding contemporary 


8 
dinnerware. 
LOS ANGELES 
@e GROSS MARGIN: Hallcraft is a long mark-up line. Biltmore Hotel 


” January 23-27 


e 
CHICAGO 


@ LIGHTWEIGHT: Easy to handle and store. Merchandise Mart 
Room 15-125 


January 31-February 11 


@ QUALITY: Tough, high-fired double glaze. 


@ MULTIPLE USE: Can be used for a dozen different 


purposes. 


@ VERSATILITY: “Mix-and-match” — basic all-white with solid 


colors or patterns. 


@ GIFT ITEMS: Accessory pieces separately (or in combina- 
tions) increase “gift sales.” 





“STUDIO 10” 





MIDHURST CHINA CO. 


129 ERETH AVENUE 5-125 MERCHANDISE MART 
er YORK, 2.8 ee ce ee 54 ILLINOIS 


FOR DECEMBER, 1954 
































































of the organization. Mr. Henn, who was for many years 
New York manager for the Cambridge Glass Co., now 
heads the New York offices of the Ebeling & Reuss Co. 


* * * 





ERE is a view of the new showroom opened by A. J. 

Van Dugteren & Sons, Inc., at 210 Fifth Avenue, 
New York, after the firm’s removal this fall from 134 
Fifth Avenue. Occupying an entire floor of the building, 
the showrooms have been done in soft pastel colors—dif- 
ferent colors for each of the divisions in which the glass- 
ware, pewter, pottery, and metal accessories are shown. 
In the Leerdam glass section, lighting has been carefully 
worked out to give maximum appeal to the glass, and 
both the background colors and the lighting ter good 
suggestions to the retailer. 


*% *% % 


ILLIAM S. HAYES, formerly manager of the New 
York showrooms of the Ebeling & Reuss Co., has 


joined the showrooms sales staff of Paul A. Straub & Co., 
Inc., New York. 


% % + 


V. S. GRUEN 





en S. GRUEN, expert on glass, has started 
a nation-wide tour of fine jewelry and department 
stores lecturing on the background and development of 
Val St. Lambert glassware, which is distributed by Vogue 
Ceramic Industries, New York. His first lecture was 
given at the Haserodt Jewelry Co., Inc., of Elyria, O. 


Pegboard Displays Turn Upper Walls 
Into Effective Display Area 


At Bauman’s jewelry store in Dothan, Ala., Theodore 
Bauman is of the opinion that nowhere does mass dis- 
play count so heavily as in the promotion of dinnerware 
and glass. He completely remodeled his store and found 
that large areas of wall space, toward the rear of the 
store, can become consistently effective sales builders. 
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Shown in the photo is a section of wall space which 
Bauman’s has put to work with outstanding success, 
The pegboard display has been most appropriate in dis. 
playing all conponents of a table setting. The customer 
is not required to imagine any part of it. As a result, 
they have had better results with unit sales. 

The panel is hung on the wall directly over the service 
counter, where Bauman’s takes care of adjustments, 
jewelry repairs, charge account applications, etc. Two 
sheets of pressed board, punched with holes every two 
inches were used to make up a panel 12 feet long by 
31% feet high, which was hung just below the ceiling with 
its lower edge about eight feet above the floor. This jg 
plenty of space to display a 52-piece set of dinnerware, 
and the store has even displayed more. Simple brackets 
of soft 14 inch wire, which slip into the holes, provide 
the mountings. 





Similar panels over the watch repair department or 
the general business office promote clocks, gift items, 


leather goods and even luggage. Bauman’s has found 
that elevated displays like these command attention and 
are a definite sales asset. 


Meet the Challenge 
(From page 93) 


with a flower arrangement in your window, or offered 
a small token of appreciation for the effort? It creates 
interest in your windows, and brings the women’s 
friends, in, besides building goodwill. 

There is today a whole new philosophy of living; its 
keynote is “informality.” This affects your business. It 
means you cannot conduct it just as your father or 
grandfather did, if you are to survive. You will want 
to retain the dignity, the personal friendliness of the 
smaller shop. But, in addition, you must carry contem- 
porary lines, things in good taste which will appeal to 
the young woman whose ideasoften differ from her 
mother’s. 

On the whole, your young customer has better taste, 
and will, no doubt, select from a practical point of view. 
She wants modern smartness combined with easy main- 
tenance because she entertains informally without 
servants. She has less room for things, less time to shop, 
and wants quicker service. She thinks she has a pretty 
good idea of color and pattern, but will give considera: 
tion to what you say if she has confidence in you. She 
is far more interested in styling and color than dura: 
bility. 

Today, traditional and modern are being mixed with 
great success in home furnishings, so you will show her 
both and tell her it is the trend and becoming stronger. 
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SEE OUR NEW COLLECTION 


AT THE CARLTON HOUSE 


ROOM 807, CARLTON HOUSE, PITTSBURGH, JANUARY 4 TO 14 


LA U FE FE E R* H. E. LAUFFER CO.. INC. 230 FIFTH AVE. NEW YORK 1 


IMPORTERS OF ARZBERG CHINA AND LAUFFER STAINLESS STEEL 
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Your patterns in china, glass and silver—whether tradi- 
tional or contemporary—can be coordinated in period 
and style. See that your salespeople understand how to 
explain it. 

You are the jeweler in whom the young woman has 
confidence because you have attractive merchandise, and 
can advise her about these things. Point out to her why 
it pays to coordinate her first and second sets, and why 
it is well to start “right,” buying with confidence in 
your store. 

Is your sales personnel as well informed about your 
merchandise and tested selling methods as they should 
be? The truth is “point of sale” is a weakness in most 
stores. Many good sales are lost by a well-meaning but 
poorly informed salesperson. A sales girl is more a part 
of the firm in a small store and it may well be judged 
by her. The jeweler himself is responsible for not only 
his clerks’ manners and attitudes, but the information 
they have on the products they sell. Often the unmade 
sale is better than a forced sale with the customer not 
entirely satisfied. 

Get help from your distributors and manufacturers. 
Ask them for all available information on their products. 
Get copies for each salesperson. Ask for leaflets; they 
are inexpensive “advertisers,” and often bring a cus- 
tomer back after she has discussed the product with her 
family. Always keep them on hand. Ask your manu- 
facturers for brochures, background material, TV and 
radio shorts, mats and glossy prints for advertising. 

Also, ask the manufacturer’s sale representative to give 
a talk on his products to your sales personnel. Personal 











contact and discussing a product is invaluable to the 
salespeople. This cannot be over-emphasized. It builds 
enthusiasm and interest and makes for informed selling. 
Salespeople should be encouraged to read the important 
women’s magazines to keep up with new ideas and 
trends. 

Have your salespeople treat the teen-ager with as much 
graciousness as the older person. She is becoming an 
important market, is forming her opinions about where 
she likes to buy, and is your “very near” big customer, 
according to the latest marriage surveys. She should be 
encouraged to start collecting her tablewares. 

The well-run store has a good stock checking system, 
To keep well stocked in fast-moving items is important. 
There is nothing more discouraging to sales, salespeople, 
as well as the customers, than always being out of things, 
Some years ago, I read a story about a woman who 
bought some material in a small store in New England, 
Several weeks later she returned for more but was told 
they had discontinued it. “Why?” she asked. “Well,” 
replied the elderly shopkeeper, “so many people asked 
for it we were always running out—so we discon- 
tinued it.” 

New, more compact methods of packaging in small units 
are making it easier and simpler for the small store to 
keep in stock. As space is at a premium, packaging is 
important. Discuss this packaging with your manufac- 
turers. Anticipating sales and giving the manufacturer 
or distributor ample notice assures timely delivery. Well- 
marked merchandise helps to speed up sales, while neat, 
informative signs are a sales aid. 
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Make Your Sales Talk Sizzle 


(From page 95) 


pletely. If an earthenware plate is chipped, you can see 
the body beneath the glaze, and it is porous enough to 
absorb water or grease. A china plate “breaks clean,” 
much in the same way as glass breaks. 


What is meant by an underglaze pattern? 


As its name indicates, it is a decoration applied to the 
ware before it is glazed. Such a pattern is more durable, 
of course, than one applied on the glaze, but the number 
of colors possible to use underglaze is limited. It is even 
more limited in china than in earthenware, so almost all 
china is decorated on the glaze. Gold and platinum are 
never applied underglaze. 


Are there different qualities of earthenware, also? 


Indeed there are. It varies even more widely in quality 
than china. English “fine earthenware” has a high repu- 
tation and our own potteries have been making enormous 
strides in both quality and styling. Nevertheless, there 
are differences in quality all along the line. 


Isn’t earthenware really a sort of second-class china? 
No. They are two different things and each one has its 
own kind of charm and usefulness. 

What is ironstone? 

It is a type of earthenware. 


What is stoneware? 
Basically it is earthenware, but it contains a high per- 





centage of china stone and feldspar and is fired high 
enough so that it approaches vitrification. 


What is the difference between glass and crystal? 
Glass is the general term for both, but “crystal” is the 
more glamorous word used to designate high-quality, 
lead glass. It is also used to indicate clear glass as 
opposed to colored. 


What is lead glass? 

As its name implies, it is glass containing a great quan. 
tity of lead, which gives it clarity, brilliance and weight. 
It is used for fine, handblown stemware and decorative 
pieces. 


What other kinds of glass are there? 


Glass made with a high percentage of lime, which gives 
it pliancy and flexibility. It is, therefore, used in the 
pressing process of glass-making. Manufacturers of in- 
expensive blown glass use it, too, and at the other ex. 
treme. it is used to make the very intricately designed 
Venetian glass. 





How can I tell them apart? 

Lead glass is more sparkling and rich in appearance 
and it has a musical ring, if the rim of the goblet is 
tapped lightly. 


Is all lead glass uniform in quality? 
No, the amount of lead used in the glass and the work- 
manship make marked differences in the quality. Lime 
glass, too, varies according to the degree of care given 
to its production. 
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Pittsburgh—Jan. 4 to 12 
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Chicago Gift Show 
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You have the. inside track for selling Gift Zippos in precious metals, 
rich genuine leathers, vividly colored ceramic designs! 
ance Why? Because people naturally go to a fine jeweler’s when they 
et is seek something beautiful, tasteful and out of the ordinary! 
This year, be sure and show the NEW 10-kt. GOLD-FILLED ZIPPOS 
NEW! 10-kt. —so new that this is the first Christmas they've been on sale. Like all 
ile. gold-filled, Zippos, they are fully windproof... light easily, always, even in wind 
| deeply engraved, P ‘ " 7 “ ‘ 
ime ah ine, and rain! Their remarkable quality is underscored by this dramatic 
iven guarantee—if a Zippo ever fails to light easily and perfectly, we fix it free! 





Sterling silver, beautifully Choice of genuine Rich-hued ceramic on 
engine-turned, $17, plus tax. leathers in rich brilliant chrome plate. 
Also in gleaming heavy colors, $6. Choice of sports, $8.50. 


chrome plate, $5.75. 
DPO. 


Lights easily 








.-.- anywhere 


...- always 
Choice of sports 
designs, lifetime- 
engraved in coler, 
$4.75. Barcroft executive’s 
desk Zippo, $11.50. 
All prices except gold-filled and sterling models inc. Fed. Tax. 





ZIPPO MANUFACTURING COMPANY, BRADFORD, PA. In Canada: Zippo Manufacturing Co., Canada Ltd., Niagara Falls, Ont. 
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What is rock crystal? 


Actually, rock crystal is a costly mineral from which 
decorative pieces and goblets were laboriously carved 
in the past, and these pieces are now to be seen in 
museums. The term is used commercially today to 
designate fine cut patterns on stemware. 


What does “hand-made” glass really mean? 


It is glass which is either blown or pressed without the 
use of machinery. Almost all of the jewelry store type 
of glassware is made by hand, although vast quantities 
of machine-made glass is in every day use. 


What is meant by “off-hand” glass? 


Most hand blown glass is blown into a mold which 
shapes the piece. Offhand glass is made without a mold, 
the artisan forming the item by manipulating the blob 
of molten glass with hand tools. 


Is pressed glass good quality? 

It can be, depending on the care which the manufacturer 
uses in making it. Ware from our better factories is, of 
course, high in quality; hand pressed by trained artisans, 
and then given a brilliant fire polishing. 


Can glass be pressed by machine, too? 


Yes, there are machines for both blowing and pressing 
glass and such glassware is being steadily improved in 
quality and design. But, of course, it cannot be given 
the detailed care entailed in handwork and so it is much 
less expensive. 





How is glass cut? 
Hand-cutting is done with abrasive wheels. Sometimes 
the cut pattern is left untouched and is called “gray,” or 
it may be brightly polished—or there may be a combina. 
tion of both. 


Is this different from engraved glass? 

Very different. Engraving is a great art, done by means 
of a series of tiny copper wheels. It is usually seen only 
on costly decorative pieces. 


Then, what is etched glass? 

This is an entirely separate process, done by transferring 
the design from a steel plate by means of waxy-inked 
paper. When the paper is stripped away, the piece is 
dipped in an acid bath where the design is etched into 
the glass. 





Ideas for China and Glass 


(From page 98) 


out figure need not be the typical black silhouette, but 
may be cut and painted or covered in fabric in any color 
which will contrast with the background. Real tulle 
might be used for her veil, but it should be the same 
color as the cut-out. Or white tulle could be tacked over 
the dark silhouette. Nosegays of bridal flowers are 
arranged at intervals around the window background. 
A large hand-lettered copy card is placed to the right 
against the window background. 

Pattern selection usually being of first concern to the 








IMPORTANT ANNOUNCEMENT : : - 


FRANCONIA CHINA is famous for “TRADITIONAL” 
f FRANCONIA has earned nationwide success with “TRANSITIONAL” 
NOW . .. FRANCONIA introduces “CONTEMPORARY” 


oo evatethe 


PITTSBURGH SHOW 


Carlton House, Room 808 
January 4-12 
















Traditional 
“SINFONETTE" 

Tints of Blue, Yellow, 
Dusky Beige, Green & 
Finest Platinum on 
pure white translu- 
cent china. 

5-pc. Place Setting: 

$8.95* Retail 


*Slightly higher South 
& West 


HERMAN C. KUPPER, 


110 





BEAUTY & QUALITY 


‘\ JEWELERS DEMAND! 
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OVER 40 PATTERNS 


FOR IMMEDIATE 
DELIVERY! 





Transitional 
*‘BARCAROLLE" 

Pearl Grey, Jet Black & 
finest Platinum on pure, 
white translucent china. 
5-pc. Place Setting: $12.70* 


Contemporary 

"MARDI GRAS" 

Jet Black, pastel Tangerine 
& finest Platinum on pure 
white, translucent china. 
5-pe. Place Setting: $9.95° 
Retail Retail 


39-41 West 23rd St., New York 10, N. Y- 
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prospective purchaser of china and glassware, it is a 
good idea to frequently present windows which will 
emphasize the variety of patterns available in your store. 
Sketch B suggests a simple straightforward method of 
doing this in a fairly large window. This arrangement 
can be condensed or enlarged depending on window 
space and the number of patterns to be shown. Upright 
panels are constructed to fit against the window back- 
ground. 

Plates are hung against the panels with plate hangers. 
Immediately below each plate a small shelf supports a 
goblet in a harmonizing pattern. The shelves can be 
made to support the plates, if desired, but hanging with 
plate hangers is more secure. Complete place settings 
are arranged on the window floor on simple doilies. The 
merchandise itself is here used to form a decorative back- 
ground pattern, guaranteed to catch the eye of anyone 
at all interested in china or glassware patterns. A little 
care will need to be taken in arranging the plates to 
keep a balanced grouping. The window will make a 
better appearance and the effect of greater variety will 
be achieved if color and design are balanced over all 
the background area—not putting all the splashy florals 
together or all the delicate border designs in one group- 
ing. 

Window C is a suggestion for featuring manufacturers’ 
names. Two shadow boxes are suspended against the 
background and two elevations are placed on the floor 
—each holding a simple grouping of merchandise and 
designated by a particular manufacturer's name on a 
paper ribbon scroll. Large copy card in the center of the 
window stresses the availability of these fine names in 
your store. Groupings of stemware are arranged between 
the elevations, each with its identifying name scroll. 
Shadow boxes and elevations might each be painted 
or covered in a different color or combination of colors. 





“IATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 


Item Source 
Sketch A 
Bride silhouette Make in store 
Table cloth Use regulation tablecloth 
. or colored muslin with 
tulle overdrape 
Flower nosegays Department store 
Gift packages Make in store 
Copy card Show card writer 
Bride’s book Insert dummy pages in 
regular bound book 
Sketch B 
Plaques for holding plates Make in store to fit window 
and goblets 
Copy card Show card writer 
Sketch C 


Shadow boxes and elevations Make in store 
Copy card and name scrolls Show card writer 





Jeweler’s Trophy Department 
(From page 64) 
sports and civic events so that slow moving or seldom 
asked for figures are kept to a minimum. A liberal 
showing of popular priced trophies and cups in every 


size makes it easy to present the line to the committee 
and eliminates a great deal of confusion.” 
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New from 


HEINRICH & CO. 


The timeless beauty of gold-on-white ap- 
pears in a delicately drawn double scroll 
border in fine mat gold, finished with gold 
lines, on pure white, translucent HEINRICH 
china from Bavaria. “Golden Scroll” is done 
on the coupe dinnerware shape with its 
1014” plate. 


5-pe. Setting 
App. $15 
Retail 





See this and our complete 
line of other imports, including 


WATERFORD IRISH LEAD CRYSTAL 
at the 
Keystone China and Glass Show 


Fort Pitt Hotel, Pittsburgh, Rooms 
342, 343, 344, January 4 to 12 


Also our lines of American glass at the 
Pittsburgh Glass and Pottery Exhibit 
William Penn Hotel, January 5 to 12 
Booths 6, 7 and 8 in the Ballroom 


GEO. BORGFELDT 
CORPORATION 


Established 1881 
44-60 E. 23RD ST., NEW YORK 10, N. Y. 


712 S. Olive St. (Merch. Mart) 44 York St. 
Los Angeles, Calif. Toronto, Ont., Canada 




































U de since 1770 


THE WFINE ENGLISH 


DINNERWARE 


COPELAND 
ASS) 


SPOD ) 
(SZ 


ENGLAND 


Fine English Earthenware 





: . sPovt 
English Bone China Coretancs cima 


Lowestoft Stone China 





Made in England by W.T. COPELAND & Sons, LTp. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 
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A Christmas gift is a happier gift when it is 
packaged in a Pictorial box. In millions of homes 
this year, Pictorial packages are part of the Yule- 
tide scene. And those who sell giftwares and 
jewelry are enjoying the increased satisfaction that 
comes from serving the gift buying public with at- 
tractive merchandise . . . attractively packaged ... 
in Pictorial gift and jewelry boxes. 


PICTORIAL PAPER PACKAGE CORPORATION 


15116 MERCHANDISE MART 232 SOUTH LAKE STREET 
Gee NCOmm | Gain le) AURORA, ILLINOIS 


/» qmerty CHRISTMAS 
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wrystal 


--.- Bradfield 


The inherent skill of craftsmen in the making 
of fine handmade crystal for almost three cen. 
turies is admirably portrayed in this modern 
design. 

Available in complete stemware suite. 


Prices on request. 


* pittsburgh china & glass show 
room 814—carlton house 


R. F. BRODEGAARD & CO., INC, 725 fifth avenue 


new york 10, n.y. 











Rapidly increasing its popularity— 


“MANDARIN” 


by *Royal Vienna Augarten 
Since its introduction “‘“MANDARIN” has been steadily 





winning approval with dealers and their customers. This 
refreshingly new and modern dinnerware is made of the 
finest white translucent china by a factory famous for qual- 
ity for over two centuries. 
Note the graceful sculptured heads which give this dinner- 
ware a truly unusual appeal. 

Teapot, $18.00 Retail Sugar, $8.50 Retail 

Coffee Pot, $20.00 Retail Creamer, $2.50 Retail 


Tea Cup & Saucer, $4.00 set Retail 
*T.M. Reg. 


Mhalleon Apt Importing — Sud 


225 Fifth Avenue New Yerk 10, N. Y. 
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The average consumer, while aware of the purpose of 
trophies, is rarely involved as a member of a trophy 
committee. Thus, he needs reassurance on the appro- 
priateness of his trophy selection from the jeweler. In 
relation to this, Robert’s Jewelry Shop, Glen Falls, N. Y., 
observes: “We have learned that most trophy purchasers 
are uninformed about trophy merchandise. Therefore, 
our successful operation depends a great deal on quickly 
establishing confidence with the individual or committee 
through evidence of intimate knowledge of all classes 
and types of trophies. Once this is accomplished, we 
find our prospects easy to guide in the final selection.” 

Some jewelers are unaware of what is considered a 
basic inventory and how to make the most of a limited 
stock. At Parker’s Jewelry, Lansing, Mich., the owner 
states, “To keep our inventory of trophies to a minimum, 
we keep circulating our sample line. To do this we must 
rely on our manufacturer for quick service of inter- 
changeable figures. So we stress bases in our basic in- 
ventory, and sell off a certain number of sample bases, 
adding figures as they arrive on special order from our 
supplier. We then replenish our supply of bases, with 
different bases. Thus, there’s always ‘something new’ 
to show trophy buyers.” 


PERMANENT TROPHY DISPLAY 


To be sold, trophies must be displayed. A permanent 
display will make a permanent impression on your cus- 
tomers. When in the market for a trophy, they will think 
first of your store. On the problem of display, Jack 
Sawyer Jewelry, Laconia, N. H., reports, “Our first and 
foremost ingredient for a successful trophy department 
is the installation and proper maintenance of interior 
display, along with window tie-ins. These two factors 
account for a great deal of the progress we have made 
in establishing a healthy and profitable volume of this 
business throughout our section of the state, where all 
seasons bring us an abundance of potential trophy and 
award business—profitable volume which landed else- 
where because we did not appreciate the immediate 
profit factor and overall good it could do our store.” 

For a somewhat more advanced approach to trophy 
merchandising, let us turn to Lentsch Jewelers, Akron, 
Ohio. They state, “Extra volume and profit in our 
successful trophy department has come from using some 
imagination and initiative in creating award business 
where it didn’t exist. For instance, our county fair is 
using more trophies because we contacted the officials 
and showed them many places and events where a 
trophy could be used instead of much less impressive 
awards which usually come from an out-of-state sup- 
plier. We study the local papers for forthcoming events. 
and follow-up with personal phone calls. In some in- 
stances we have suggested contests to tie-in with civic 
and historical events where ordinarily few, if any, 
trophies would have been used. Simple 3 in. x 5 in. 
index cards have these clippings pasted on them and are 
filed chronologically for constant follow-up with the 
Tespective committees. We are impressed with the num- 
ber of people who were aware of the fact that all their 
trophy requirements can be filled satisfactorily at our 
store.” 

Let us now turn to Edward M. Johnson Jewelers, Wis- 
consin Rapids, Wisconsin, a firm which is doing an alert 
merchandising job. In their words: “Many jewelers 
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Youw'll find US at the Pittsburgh Show of course! Empire Room, 
Fort Pitt Hotel, January 4th-I2th. 


You'll find UWS introfucing sixteen bright and beautiful new dinner- 
ware patterns: Three of which are shown. 

®@ Carolina by Jaeger of Bavaria 

@ Rhododendron by Jaeger of Bavaria 

® Celeste by Jaeger of Bavaria 


Youw'll find US featuring—for the first time in fifteen years—a 
handsome, sparkling new line of Germany's finest glassware: everything to 
make hostessing happy. This, we're proud to say, is one of the largest and 
most complete lines of imported glassware in the country! 


And always—you'll find that the profits are pleasurable 


when you choose from the vast variety that's 


all under one roof at 


Ebeling & Reuss Co. «1 


New York 10 Chicago 54 Los Angeles 14 
225 Fifth Avenue 1557 Merchandise Mart 527 W. 7th Street 


Main Office and Showroom—707 Chestnut Street, Philadelphia 6, Pa. 
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STAMP NAMES or 
MONOGRAMS ail 


NOW YOU CAN RENT 
the simple, easy-to-use 
KINGSLEY 
MACHINE 





Write for details 


cee 


STAMPING MACHINE CO. 


HOLLYWOOD 28, CALIFORNIA 


Kingsley 


THE FINEST JEWELRY NW AMERICA 


18 IDENTIFIED BY 
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Stainless Steel Blades 


by “Voethampton 


For New Goods or Repairs 





B. Cap Lifter (Hook Type 


A. Bottle Opener (Ring Type) 
D. Cheese Scoop 


C. Knife Blade (Medium) 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and craftsmanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. 
Prices and illustrations gladly furnished. 


NORTHAMPTON CUTLERY COMPANY e 
NORTHAMPTON 2, MASS: @ ESTABLISHED 1671 
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f »~ BRACELETS 


Illustration : Actual Size \ 


& 
S SIiclallare 4” 1/20-12 kt. GF. 4” Keystone 4 
Atiroctvely Boxed o 


also with 3, 4, 5 or 6 plates-for 
Grandmothers or Mothers bracelets 
ADDITIONAL PLATES IN BRACELETS 25¢ ea. keystone 


SOLD ONLY TO RETAIL JEWELERS 


‘OQ Walter H. McKenna & Co., Inc. ©): 


PROVIDENCE © RHODE ISLAND 





SELL AMERICA'S MOST 
PROFITABLE LINE OF 
10 KT. AND GOLD FILLED 
EARRINGS & BRACELETS 


JMS Jewelry Manufacturing Co. 


256 LIBERTY STREET, BLOOMFIELD, NEW JERSEY 
World's Largest Manufacturer of Quality Earrings 
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overlook one element of personal service which accounts 
for so much of the constantly increasing volume in our 
award department. It’s a little idea we have been using 
with success. It’s obvious that any event where awards 
are being presented is part of a function on a given date 
at a given place. We arrange to deliver personally the 
trophies and set up a beautiful display several hours 
before the dinner or meeting starts. The carefully bal- 
anced display shows off all the trophies to advantage, 
gives the entire audience a chance to view all the awards 
throughout the function, because awards usually are 
saved for the last item on the program. In some in- 
stances, we are permitted to include a neat card with 
our store name. 

“This type of personal service rewards us in many 
ways. First, a photo of the display usually lands in the 
local newspapers because principal speakers are near 
the display; second, it automatically gives us a photo 
for our files to add to our collection of pictures of com- 
plete trophy service to show to new committees; third, 
it strengthens our chances for repeat business; and 
fourth, it insures that every trophy is unpacked properly 
and set-up by expert hands.” 


YEAR 'ROUND PROMOTION 


If considering a year ‘round promotion of trophies, 
it might be well to review the experiences of Schneider’s 
Jewelry Store, Texas City, Texas. “Here are a few of the 
aspects in our trophy promotion campaign which goes 
on the year ’round. (1) Liberal use of manufacturer’s 
catalog with list prices and our exclusive imprint and 
identification. (2) Attractive telephone classified direc- 
tory ad. (3) Inexpensive ads in organizational journals 
where we are exclusive supplier of awards. (4) Small, 
attractive ads on sports pages of local newspapers, timed 
to hit buying interest, not at the end of the season, but 
just past mid-way in the season when committees are 
beginning to think about award requirements. (5) We 
use a decal or a metal disc, whichever is most appro- 
priate, on every trophy we deliver which insures dozens 
of calls from recipients of awards, who the following 
year find themselves in position where they are purchas- 
ing trophies and awards for other groups to which they 
belong. . 


EASY TO PLACE ORDERS 


“This device, obviously, makes it easy for the same 
organization to place a new order the next year from 
the same local supplier. (6) We send out letters to 
chairmen of organizations and heads of award com- 
mittees inviting them to take advantage of our trophy 
service by a personal visit to our store. (7) We often 
find our regular store patrons are in position to recom- 
mend a trophy committee head to us with enthusiasm 
because of his or her pleasant and satisfactory trans- 
actions in our diamond, watch or silverware depart- 
ments. (8) Last, but not least, we asked every employee 
of our store to make a list of every club or sport in 
which they were-a participant. It was sizable, and as a 
result, we added dozens of trophy users to our mailing 
list for catalogs. This promotional idea also made it 
possible to extend our personal contacts and provided 
many telephone contacts.” 

Yes, more and more retail jewelers are recognizing 
the value of maintaining a trophy department. 


FOR DECEMBER, 1954 











CHINA 
GLASS 


In Pittsburgh 
January 5 through 12 
Hotel William Penn 


Among the several hundred lines of Ameri- 
can-made china, pottery, glassware and table 
accessories, retail jewelers will find these in 
Pittsburgh from January 5 through 12 


% China—Syracuse China, Franciscan China, 
Lenox China, Castleton China, Flintridge 
China, Pickard China, Jackson China, Iroquois 
China, Winfield China and others. 


% Glass—Imperial Glass, Fostoria Glass, 
Duncan Glass, Bryce Brothers Co., Heisey 
Glass, Blenko Glass, Viking Glass, United States 
Glass, Fenton Art Glass, Libbey Glass and 
West Virginia Glass. 


% Pottery—Haeger Potteries, Stangl Pot- 
tery, Hall China, Roseville Pottery, Brock, 
Vernon and Hull Pottery among many. 


% Also, American-made dinnerware, utility 
pottery, plain and decorated glassware and 
table accessories of all kinds. Something at 
every price range. 


This exhibit is by and 


for American producers. 


Associated Glass & Pottery Mfrs. 


BOX 227 KNOX, PA. 


“See the New Wares First 
in Pittsburgh” 






















Important 
factor in 


STORE 
PRESTIGE: 












‘| MONARCH 
, | mechanical 


price-marking 





Clean, legible, Monarch price-marking helps sell merchan- 
dise. It informs, impresses, answers questions, speeds buying 


decisions. Carries your store name and prestige on every 





ticket. Does away with the price mistakes caused by 
smudged, crowded, pen or pencil price-marking. | 
Monarch ‘‘Junior’’ price-marking machine price-marks 60 
sizes of 9 styles of Tickets, Tags and Labels, including SENSO 
gummed labels that stick securely to curved or flat surfaces | 
without moistening. | 
Send the coupon and find out, without obligation, about | 
the Monarch ‘“‘Junior,’’ so easy for any employee to learn 
quickly, so helpful in saving hours of clerical time. 











335 185 
$1 98 


STORE NAME 
BC $1.50 
Price 


Monarch ‘Junior’ price-marking $77 5 00* 
machine. Hand operated. £6 8 Factory. 





















*Prices quoted are for the U.S., possessions and 
Mexico. State and City Tax when applicable, extra. 








FILL OUT, CLIP AND MAIL ~~ 


thee MONARCH Marking System Company 


216 South Torrence Street, Dayton 3, Ohio 












Please send illustrated folder on Monarch Junior price-marking 
machine; also sample Monarch Tickets, Tags and Labels. 


STORE NAME 










ADDRESS. 





POST OFFICE ZONE STATE 








JCK 1254 
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KIEFER WATCH BANDS 


A new idea in expansion bracelets 












Distinctively styled ... all 
parts beautifully finished 
and rounded. Enhances the 
beauty of any watch... more 
comfortable to wear. 

Its beauty sells on sight. 

A simple adjustment ... 
custom fits the watch band 
to your customer's wrist. 
No large stock of different 
lengths necessary as links 
are interchangeable. 


Write for sample assortment from your wholesaler or to sole distributors 


KIEFER SALES CORP. 


100 West End Avenue, New York 23, N. Y. 


ary 


NEW DOVE PENDULETTE, 
A Santa Claus Special! 


A brand new big brother in 
the famous Lux family of Pen- 
dulettes! Ornately finished in 
black, mahogany and gold. 
Bird bobs up and down as pen- 
dulum swings. A delightful 
gift—wonderful for children. 


No. 314, retail $3.98 


For Men: ™ 
5116 14K Gold on Stainless Steel retail at : 


: same in Stainless Steel : 
For Ladies: 


5112 14 K Gold on Stainless Steel retail at $ 
same in Stainless Steel 


For Ladies: 
5108 14 K Gold on Stainless Steel retail at 
Narrow width 


$ 10.95 
same in Stainless Steel $ 5.95 








a DATE MINDER—ELECTRIC CALENDAR CLOG 


The only electric calendar clock 
in America at this price! Tells 
the day, the date, the time! 
Superbly styled in flame red, 
metallic bronze, ice white, eb- 
ony, antique yellow. Ideal for 
any home, shop or office. 
$9.95 
% 











No. 5120, retail 


YOUR TIME-REMINDER LINE 





*Add Federal Excise Tax 


THE LUX CLOCK MANUFACTURING CO., INC., WATERBURY, CONN. 





THE JEWELERS’ CIRCULAR-KBYSTONE 





SINCE 1887 


BOWMAN TECHNICAL SCHOOL! 


The long waiting-list to enter B.T.S. is now 
ast; and you can set any date you wish, to 
egin your course. 

A very fine new book of facts about B.T.S. 

and its work: Your Future and Our School, 

tells how you can benefit supremely by a 

B. T. S. course, and will be mailed you, free: 

write for it. 

B.T.S. graduates pass any State Board ex- 

aminations, or the Certified Master Watch- 

maker tests of H.I. of A. 

Highest authorities say B.T.S. is the best 

school. Courses approved for Korean P.L. 550 


How can 
we afford 
to give you 


110% profit? 


\ 


and P.L, 894 veterans. 
all Courses in Watchmaking, Engraving and 
shed Jewelry Repairing. 


Write for free book! Your Future and Our Holds 


ces the + wo aa 


-. More service for 12 


to BOWMAN TECHNICAL SCHOOL | Solid wood 
ght. Bowman Building, construction 


‘ Lancaster, Pa. Mahogany finish 
band PACIFIC 


cist. CLOTH LINED 


ferent f : R 1 t'P Your cost: $3.00 
links John J. Bowman, ! jhe Charles Ezra Bowman, Retail: $6.75 


Director 
ibutors 

















Specially Priced for Immediate Clearance Solid 


Trade-Marks of the 
JEWELRY AND KINDRED TRADES 


6th Edition 
Paper Cover $1.50 Postpaid 


wood construction 
Mahogany 

grain finish 
Holds 

service for 12 
Brass hardware 


Your cost: $ 5.95 


Retail: $12.95 
Because we have only a limited number of copies, requests 
will be filled in the order received. 


Remittance must accompany all orders and books are not 
returnable for refund, credit or exchange. 


THE JEWELERS’ CIRCULAR-KEYSTONE 


100 East 42nd St., New York 17, N. Y. 





VOLUME PRODUCTION makes it possible! 


Take Pilliod’s #300 for example. Easily a 
$6.75 value by anybody’s standards—it costs you 
only $3.00. Your profit is $45 on twelve 
chests (sold in dozens). The +337 chest 
sells for $12.95, but you pay just $5.95 each—on one 
or a hundred. $7.00 profit on each chest! 
Place a trial order now, and get acquainted 
with these sensational values. 
All prices f.o.b. Swanton, Ohio. Send 
for catalog of complete line. 











SELL AMERICA'S MOST 
PROFITABLE LINE OF 
10 KT. AND GOLD FILLED 


EARRINGS & BRACELETS 
JMS Jewelry Manufacturing Co. 


256 LIBERTY STREET, BLOOMFIELD, NEW JERSEY 
World’s Largest Manufacturer of Quality Earrings 


The PILLIOD Cabinet Company 
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JVC'S STAND ON "DIAMOND CONTESTS." The Jewelers Vigilance Committee's chairman, 
G. H. Niemeyer, has stated that the Committee continues to receive complaints 
as to the operation of "diamond contests." Acording to Mr. Niemeyer, "Many of 
these so-called 'contests' are used as 'come-ons' by unscrupulous operators to 
mislead the public. The 'we-must-mount-the-stone-you-win' rule and the ‘switch 
routine,' which are often adopted, offer plenty of opportunities for fraud. 

To misrepresent a 'contest' or ‘puzzle contest' can undermine public confidence 
in jewelry advertising just as surely as can the misrepresentation of mer- 
chandise." 


WATCH INSPECTION TIME CONTEST WINNERS ANNOUNCED. Winners of the Sixth Annual Watch 
Inspection Time Contest, Sponsored by The Watchmakers of Switzerland as part of 
its national Watch Inspection Time program, have been announced by Paul A. 
Tschudin, Director of the Watchmakers of Switzerland Information Center. The 
grand prize winner is Charles E. Vogel, Lansdowne, Pa. 


BURNSTINE'S TO CLOSE ITS DOORS. One of the oldest jewelry firms in Washington, 
D. C., has announced that it is getting ready to close its doors. Burnstine's, 
Inc., founded in 1866, has started to liquidate its inventory, according to 
Bernard N. Burnstine, owner and third generation proprietor. Mr. Burnstine 
attributes his store's demise to the growth of discount selling through Federal 
employee groups, and the absence of a local fair trade law. 


BENJAMIN S. KATZ TO BUY HARTMANN CO. Benjamin S. Katz and Sigmund Sand, President 
of the Hartmann Co. of Racine, Wisconsin, announced the agreement to sell the 
77-year-old Hartmann Co. to Mr. Katz and his family on January 3, 1955. The 
agreement, which has the Hartmann's Board of Directors favorable recommendation, 
will be submitted to its stockholders for approval late in December. Hartmann's 
is a leading manufacturer of quality luggage. Mr. Katz recently retired as 
President, Treasurer and Director of the Gruen Watch Co. 


SALES PREDICTION FOR '55. Sales in 1955 will be as good as this year, better in 
many areas, economists and business leaders are now predicting. They base their 
optimism on several factors, including near record highs in employment and per- 
sonal after-taxes income, and high savings. Personal income is running at an 
annual rate of $356 billion. Although unemployment hovers near three million, 
the experts are pointing out that employment is running at a record high and 
shows no signs of dropping off. 


REVISED POSTAL REGULATIONS. Revised postal regulations, simplified to make it easier 
for businessmen and others who frequently use the mails, have been adopted and 
published by the U. S. Post Office Department. One of the new features is an 

illustrated "how-to-do-it" section on wrapping and mailing packages, including 

tips on how to prevent breakage of jewelry, stemware and fragile goods. Copies 
of the new regulations are available from the Superintendent of Documents, 

Washington 25, D. C., for 65 cents each. 
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Tri-State Jewelers Map 
Intensive Fund Drive for 
Jewelry Tax Committee 


The Maryland-Delaware-District of Co- 
lumbia Jewelers Association is endeavor- 
ing to set another good example in its 
efforts to support the activities of the 
Jewelry Industry Tax Comm'ttee. 

Last May, at its annual convention, the 
association contributed $1000 to the Com- 
mittee after approving a resolution ex- 
pressing appreciation of its members for 
the Committee’s success in obtaining the 
slash in the jewelry excise from 20 per 
cent to 10 per cent. 

That action stimulated contributions 
ranging from $150 to $1000 from eight 
other state retail jeweler associations. 
These are West Virginia, $500; Virginia, 
$500; Massachusetts-Rhode Island, $500; 
Tennessee, $150: New York, $1000; Ken- 
tucky, $300; North Carolina, $500; and 
Connecticut, $500. 

Curreptly the Committee is engaged in 
a campaign to raise funds so that the 
jewelry industry can present its view- 
points effectively to the Congress in the 
legislative tax battles next year. 

To assist this campaign, the Maryland- 
Delaware-District of Columbia Jewelers 
Association has started its own drive to 
obtain maximum partic‘pation in the fi- 
nancing effort among its jeweler members. 

Headed by David R, Lakein (Lakein 
Jewelry Co.), Baltimore, Md., president 
of the association, the campaign stressed 
the importance of personal contact. 

For example, in Washington, D. C., 
Melvin Foer of Melart Jewelers has desig- 
nated some 15 jeweler captains and as- 
signed to each of them 10 to 12 jewelers 
to be contacted. The Washington drive 
was launched with a dinner, at which 
time Bernard N. Burnstine (Burnstine’s, 
Inc.), Washington, D. C., vice cha’rman 
of the Jewelry Industry Tax Committee, 
and Preston B. Bergin, executive vice 
chairman, outlined the tax situation and 
the importance of jewelry continuing its 
efforts until the excise is completely 
eliminated. 

In Baltimore, a similar personal-contact 
campaign is being directed by Mr. Lakein 
himself with a team of 12 captains who 
are calling on the'r fellow jewelers. 
Another campaign, using the same tech- 
nique, is under way in Wilmington, Del., 
under the direction of Melvin M. Levitt 
of the Levitt Jewelry Co., Inc. 
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Fair Trade Faces Tough 
Battle Despite Favorable 
Action By Supreme Court 


Fair trade cleared a major hurdle when 
the U. S. Supreme Court for the third 
time refused to review lower court deci- 
sions upholding its constitutionality, but 
it has not yet won the race. Opponents 
of retail price maintenance weren’t count- 
ing much on a decision favorable to them, 
but rather on legislative and administra- 
tive activity. 

Effect of the high court’s refusal to 
review the fair trade laws does probably 
close the door for some time to come 
on opponents’ chances of having the fed- 
eral laws permitting fair trade thrown 
out. The court found that appeals by a 
cut-rate department store chain and a 
discount record dealer lacked a “substan- 
tial question” involving federal law, and 
therefore refused to review the cases. 

The decision does permit manufacturers 
to proceed with efforts to enforce fair 
trade contracts, and may help some groups 
force lax manufacturers into doing a bet- 
ter enforcement job. 

But it does not have much direct effect 


on the problems caused by manufacturers 
who permit discount houses to ignore fair 
trade contracts but require other retailers 
to abide by them. Nor does it have much 
effect on the chain and department stores 
which are now resigned to meeting dis- 
count prices and are trying to out-compete 
the cut pricers. It may tend to strengthen 
legislative attacks on fair trade scheduled 
to start early in the session of Congress 
which opens in January. 

In mid-November, the court had yet 
to rule on whether it would review an 
appeal of Masters, Inc., a New York and 
Washington, D. C., discount operation. 
But indications were that this suit, be- 
cause of its similarity to those denied, 
would also be turned back. 


By its failure to review the cases and 
rule on the constitutionality, the Supreme 
Court left a dual situation in fair trade. 
In the 41 states where fair trade is con- 
sidered legal by the courts, it will remain 
in effect, but the practice has been nul- 
lified in three other states, and presumably 
those decisions cannot be upset until the 
makeups of the courts change. Similarly, 
a change in complexion of the U. S. 
Supreme Court might at some future time 
result in a finding on the federal fair 
trade enabling acts. 





Burnstine's of Wash. (D. C.) 
To Close 88-Year-Old Store 


One of the oldest jewelry firms in Wash- 
ington, D. C., has announced that it is 
getting ready to close its door. 

Burnstine’s, Inc., founded in 1866, has 
started to liquidate its inventory, accord- 
ing to Bernard N. Burnstine, owner and 
third generation proprietor. 


BERNARD N. 
BURNSTINE 


Announces 

Closing of 

Washington 
(D. C.) Firm 


A leader in many phases of the jewelry 
industry’s activities, Mr. Burnstine blames 
his store’s demise on the growth of dis- 
count selling through Federal employee 
groups, and the absence of a local fair 
trade law. 

“Business conditions here in the capital 
are becoming increasingly burdensome on 















small business—especially on those firms 
situated in the downtown area,” he stated. 

“Operating costs have mounted since the 
end of World War II—but sales have 
failed to keep pace.” 

He referred to the heightened price com- 
petition which has occurred since the war 
which forced District of Columbia jewelers 
to sell all brand name watches 40 per cent 
off list in an attempt to stem the trend of 
jewelry sales by discount houses. 

A member of the National Jewelers As- 
sociation and the American National Re- 
tail Jewelers Association, Mr. Burnstine 
has served on numerous industry com- 
mittees including the Jewelry Industry 
Tax Committee, of which he is currently 
a vice chairman. 

Another current assignment is his chair- 
manship of a committee to study the eco- 
nomic controls which might be imposed 
on jewelry in the event of an emergency 
and to make recommendations to govern- 
ment on behalf of the two retail jewelers 
associations. 

Mr. Burnstine is a past president of the 
Greater Washington Retail Jewelers Asso- 
ciation and the Maryland-Delaware-District 
of Columbia Jewelers Association. He is 
also a former director of the National 
Jewelers Association. 
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Elgin Unveils Plaque 
In Honor of Samelius 


A lifetime of service to the American 
watchmaking industry and a career that 
spans the years from the days of King 
Oscar of Sweden was recalled when a 
bronze plaque was unveiled October 26 at 
Elgin, Ill. 

The plaque honors William H. Samelius, 
“dean of American watchmakers.” His 
friends and associates at Elgin National 
Watch Co. unveiled it at an employees’ 
recognition banquet. It will be mounted 
as a permanent remembrance at the Elgin 
Watchmakers College which Samelius di- 








rected for 32 years from 1921 until his 
retirement in 1953. 

The almost-forgotten connection with 
royalty stems from the fact that Mr. 
Samelius is the son of William Knute 
Samelius, who was famous throughout 
Europe as watchmaker for the King of 
Sweden and for his ability in developing 
revolutionary type movements. 

His connection with the future comes 
through Mr. Samelius’ train'ng of more 
than 4000 graduates of the college he 
headed. Not only did he build the Elgin 
college into one of the leading horological 
schools in the country, but there are 
Samelius-trained watchmakers and jewel- 
ers from coast to coast. 

Mr. Samelius was born in Belfast, Ire- 




















QUESTIONNAIRE FOR 
DIAMOND RING SALESMEN! — 


| 1, Are you employed by a well known, long established 
concern with a national reputation for fine merchan- 
dise at competitive prices? 


2. Are you employed by a concern which is financially 
sound, fully inventoried, and able to offer terms 
which enable the retailers to buy? 


3. Are you employed by a concern which enjoys an out- | 
standing reputation for fair dealing, not only with | 
the trade but with its salesmen as well? 


4, Do your earnings for 1954 measure up to the effort 
you expended during the year? 


IF YOUR ANSWER IS "NO" TO ANY OF 
| THE ABOVE QUESTIONS, 
| HERE'S A CHALLENGING OPPORTUNITY 
| TO INCREASE YOUR EARNINGS BY AN AMOUNT | 
WHICH IT WOULD PAY YOU TO INVESTIGATE! | 


| For salesmen who can qualify, there are territories now open in ° 

| the Southwest, the Central and Rocky Mountain States, including 
sections which are covered by an executive of the firm who is 
curtailing his traveling and whose territory will be turned over 
to the right man. Write today, giving your background and 
qualifications. ALL REPLIES CONFIDENTIAL. 


| UNTERMEYER, ROBBINS & CO. 


Manufacturers of Nationally Famous American Beauty Rings 
136 West 52nd Street, New York 19, N. Y. 
Since 1865 





























land, while his parents were on a tour 
sponsored by King Oscar of Sweden, 
When he was nine, his family immigrated 
to Chicago where his father died a year 
later and his mother established a board. 
ing house to support her children. 

The father’s apprentice in Sweden, 
A. W. Johanson, had accompanied his 
master to the United States and was of. 
fered a place with C. D. Peacock, pioneer 
Chicago jeweler. It was he who taught 
young Samelius the watchmakers’ art. 

Many “firsts” have been recorded by Mr, 
Samelius. For example, he was one of the 
first to demonstrate how watchmakers’ 
skills can serve the nation in time of war, 
During World War I, Samelius was chief 
inspector of U. S. ordnance and was in. 
strumental in improving the accuracy of 
the famous French “75” artillery piece, 





J. G. Shennan (right), president of Elgin 
National Watch Co., and Wilfiam H. 
Samelius, retired director of the Elgin 
Watchmakers College, examine plaque at 
employees’ recognition banquet. The plaque, 
to be mounted at the college, honors Mr. 
Samelius as "dean of American watchmak 
ers." He directed the school for 32 years 
until his retirement in 1953. 


He was a pioneer educator in horology 
even before heading the Elgin college. In 
1920, the Chicago board of education 
signed Mr. Samelius to teach watchmak- 
ing in one of their first technical schools. 

Unveiling the plaque also recalled Mr. 
Samelius’ fame as a lecturer, writer and 
consultant for state, regional and national 
horological associations and _ institutions. 
He has addressed horological societies, 
jewelers’ conventions and schools through- 
out the nation. He holds many gold and 
silver lifetime membership cards in s0- 
cieties and institutes devoted to horology. 

J. G. Shennan, Elgin president, unveiled 
the plaque after he had presented watches 
to 29 employees who have completed 25 
consecutive years of service to the com 
pany. The banquet also honored Elgin 
employees active in welfare programs, and 
reporters for the employee magazine. 


Toledo Store Moves to New Site 


Hartmann Jewelers has moved to a new 
location at 412 Madison Ave., Toledo, 
Ohio. It was located at 617 Madison Ave. 
for the past 23 years. 
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Longines Electronic Timers 
Are Used at N. Y. Horse Show 


For the first time in history, the horses 
actually timed themselves at the famous 
International Horse Show held in New 
York City’s Madison Square Garden last 
month. Jumping events were officially 
timed by an entirely new and elaborate 
system of electronic equipment, created by 
the Longines Horological Laboratories after 
more than five years of research. 

As each horse broke a beam of light, 
passing the starting line, it automatically 
started a Longines Olympic tenth-second 
timer. As it broke the second light beam 





The beam of light and high speed photo- 
electric relay, used in connection with the 
new Longines electronic timing system, is 
powered by a self-contained "storage bat- 
tery pack." To protect against any pos- 
sibility of error, the light beam is modu- 
lated 500 times per second and the relay 
system responds only to this modulated light. 


at the finish line, the watch automatically 
stopped. A series of “electric eyes” con- 
trol a synchronized bank of Longines 
Olympic Timers—one for each horse par- 
ticipating in that event. It occurred, that 
in one competition, a tenth-of-a-second de- 
cided both the winner and the second- 
place horse—for only a_ fifth-of-a-second 
passed before three horses had crossed the 
finish line. 

The same Longines equipment was also 
used at the National Horse Show in Har- 
risburg, Pa., and the Royal Winter Horse 
Show in Toronto, Canada. 





Employees Honor Erskine for 
His 50 Years With Memphis Firm 


Employees of George T. Brodnax, Inc., 
leading jewelers of Memphis, Tenn., re- 
cently honored Albert R. Erskine, presi- 
dent of the firm, for his half-century with 
the 57-year-old concern. 

A gold engraved plaque was presented 
to Mr. Erskine at a dinner held November 
1 at the Hotel Peabody in Memphis. It 
was suitably inscribed as follows: “To 
Albert Russell Erskine by his many friends 
and associates at Brodnax in commemora- 
tion of his fifty years of continuous service 
for the company.” 

Albert R. Erskine was 18 on November 
1, 1904, when he took a job “for the 
Christmas holidays” at George T. Brodnax, 
Inc., now located at 39 S. Main St. 

Mr. Erskine went to Memphis after 
gtaduating from the Huntsville, Ala., 
Academy, and took a job with the Ameri- 
can Cotton Co. Two years later he joined 
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Brodnax, when it was located in the old 
Peabody Hotel building. 

There were promotions to assistant man- 
ager and later manager of the mail order 
department. He was made vice president 
in charge of the department in 1930. In 
1939, shortly after the death of George 
T. Brodnax, son of the founder, Mr. 
Erskine became president. 

The dinner in honor of Mr. Erskine was 
attended by 110 members of the House 
of Brodnax. 


Baltimore Jewelers Hear 
Interesting Talk by CPA 


A representative group of members and 
guests attended a dinner-meeting of the 








Jewelers Association of Baltimore on Wed- 
nesday evening, October 20, in the Wedge- 
wood Room of the Emerson Hotel. 

The speaker of the evening was Louis 
J. Berman, certified public accountant, 
whose subject was “Suggested Ways and 
Means for a Jeweler to Operate Profitably 
Under Present Conditions.” His talk, 
which was enthusiastically received, was 
followed by a question and answer period. 
The answering panel consisted of Howard 
C. Heiss, Walter N. Greenebaum, David 
R. Lakein and Leon J. Engel. 

This was the third of a series of meet- 
ings of an informative nature held in the 
interest of association members. 

Jacob M. Paul is president of the asso- 
ciation. 
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FRE se M.GOTTLIEB & CO. 


DIAMOND IMPORTERS 


ESTABLISHED 1921 


55 East Washington Street, Chicago 2 


AMSTERDAM * NEW YORK 
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Diamonds and TV Lights 
Brighten Met's Opening 


The only thing brighter than the television 
lights at New York’s Metropolitan Opera 
opening last month were the jewels and 
the celebrities who wore them to the 
most exciting and controversial gala the 
Met has ever seen. For the first time in 
the history of the great opera house, the 
event was televised on a closed circuit 
across the country. 

Martha Percilla, fashion director of the 
Jewelry Industry Council, who covered 
the event, writes that the bright lights 
of television outshone the subdued glow 
of the amber lamps around the famed 





Diamond Horseshoe and two of the most 
important boxes in the opera house were 
filled with a battery of cameras instead 
of society’s famous. But according to her 
the added brilliance of the television lights 
only made the beautiful clothes, jewels 
and furs easier to see for an audience who 
came to see and be seen as well as listen. 

Although many critics quarreled with 
the idea of turning the traditional Met 
opening into more of a fashion gala than 
a social and musical event, everyone had 
to admit that no matter who wore the 
jewels and clothes, the Met had never 
seen more fabulous ones. 

Pale colored satins and white furs were 
by far the favorites, as was the ballerina 
length skirt. Jewelry news was made by 
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King-Size Checks 


await your shipment of old gold, silver, platinum, or ANY 


other precious metal in scrap, filings, polishings, solutions, 


sweeps, or sink settlings! Goldsmith’s modern methods 


and 87 years experience produce the most satisfactory 


returns .. . pay the most kingly amounts. 





Goldamith Bre. 


DETROIT 





SMELTING & REFINING CO. 
111 N. Wabash Ave., Chicago 2, III. 


74 W. 46th St., New York 36, N.Y. 
OAKLAND 








the number of beautifully dressed women 
who wore diamonds and other gems jp 
their hair. Some wore tiaras, and a great 
many wore clips fastened to the side of 
their predominantly short hairdos. There 
also were a notable number of flexible 
spray clips which were arranged to nestle 
gracefully in the lines of well coifed heads, 

Some of the most attractive jewels seen 
were pearl and diamond combinations and 
it was interesting to notice the number 
of elegantly dressed women who chose 
relatively simple necklaces, adding pairs 
of pins at the neckline and elaborate 
earrings to create a dramatic formal ef. 
fect. 

Many of the so-called old guard were 
replaced by stars of the stage, screen 
and television firmaments, but whatever 
caused the bright aura around the old 
Met for this year’s opening, there is little 
doubt that it was the most brilliant New 
Yorkers have seen in this era. 





J. F. McDevitt Named President 
Of Providence Jewelers Club 


Joseph F. McDevitt of Handy & Harman, 
Providence, was elected president of the 
Providence Jewelers Club at its recent an- 
nual meeting. He succeeds Reginald J. 
White, who has headed the club since its 
re-organization three years ago. 

Others elected were Albert G. Berghahn, 
vice president; William Haggert, treasurer, 
and Douglas C. Graham, secretary. 

Chosen to membership on the board of 
governors were Hans Bemberg, Angelo Del 
Sesto, Samuel E. Kelman, John A. Kindl 
and Reginald J. White, chairman. 


JOSEPH F. 
McDEVITT 
Succeeds 
R. J. White 
as Head of 
Providence 
Jewelers 
Club 





Committee chairmen appointed included 
Joseph Smith, house committee; David B. 
Steward, membership; William A. Shaw- 
cross, reception and nominating; M. Mor- 
ton Zisquit, dinner dance; W. Haggert, 
outing; Rual Libby, publicity and official 
photographer; Robert O. Smith, sunshine, 
and Gottlieb Armbrust, gifts. 

The new president announced that the 
third annual dinner-dance was slated for 
November 23 in the ballroom of the Crown 
Hotel. The affair was to have a harvest 
motif. Opening with a cockta‘l hour at 7, 
the formal event was to include the ban- 
quet, dancing, and the presentation of a 
gift favor to the ladies. 

Invited guests included Governor Dennis 
J. Roberts of Rhode Island and the presi- 
dents of the Diamond Peacock Club, Bos 
ton Jewelers Club, New England Manu: 
facturing Jewelers’ & Silversmiths’ Ass’ 
and the Manufacturing Jewelers’ Sales 
Ass’n Inc., together with their wives. 
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Jewish War Veterans to Fete 
Col. Henshel at Waldorf Dinner 


Harry D. Henshel, vice president and 
director of the Bulova Watch Co., has 
been nominated to receive the annual Gold 
Medal of Merit from the Jewish War 
Veterans. 

The award is given to those who, in the 
opinion of the JWV, have performed out- 
standing services to foster and perpetuate 
American ideals. Past recipients of the 
JWV medal have included General Omar 
Bradley, Senator Herbert H. Lehman and 
Lt. General James H. Doolittle. 

“Colonel” Henshel, as he is known to 
his many business associates in the jewelry 
industry, is Deputy Chairman of the Em- 
ployers’ Committee of the President’s Com- 
mittee on Employment of the Physically 
Handicapped. He is also chairman of the 
Committee on Military Participation of the 
American Jewish Tercentenary. 

A dinner honoring Col. Henshel will be 
given on the evening of January 31 in the 
Grand Ballroom of the Waldorf-Astoria 
Hotel, New York. 

Many national and international digni- 
taries will gather to toast Col. Henshel 
on this occasion. Milton Weill, former 
president of the Federation of Jewish 
Philanthropies of New York, and a life- 
long friend of Col. Henshel, will be the 
dinner chairman. 





Maltby Stevens (right), president of the 
International Silver Co., gives master of 
ceremonies Quentin Reynolds highlights of 
famous company's history in rehearsal for 
“Operation Success" program, seen over 
WRCA-TV on Sunday, November 7. 





Sosland's of Longview, Texas 
Conducts Reorganization Sale 


Sosland’s Jewelers in Longview, Texas, 
one of the largest stores in the state de- 
spite the fact that it is located in a city 
of 25,000 population, is in the process of 
being reorganized by public auction sale. 

Present plans call for the retirement 
from the business of Morris Sosland, who 
founded the store in 1931 when Longview 
was a city of only 5,000 population and 
just feeling the first flush of the oil boom 
centered there. His sons, Leonard and 
Jay, intend to carry on the Sosland name 
and tradition but as yet no final decision 
has been reached whether they will have 
a credit operation or whether they will 
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concentrate on a few of the more exclu- 
sive lines. 

Conducting the reorganization sale for 
Sosland’s is Gordon Brothers of Boston, 
Mass., specialists in jewelry store liquida- 
tions and reorganizations since 1903. 

J. B. Gordon, who is personally conduct- 
ing the sale and who is senior partner of 
the Boston firm, says that in his entire 51 
years in the business he never has seen a 
comparable stock although his experience 
over the years covers such outstanding 
stores as Newsalt’s in Dayton, Ohio; Udall 
& Ballou in New York City; Leibolt’s in 
Chicago; Traub Bros. in Detroit; and 
Van Heusen-Charles in Albany, N. Y. 

Sosland’s is a legend in East Texas. 
It boasts the largest china inventory in 





the entire state, including all of the major 
lines. Its sterling lines are almost equally 
extensive. Total inventory carried by the 
store was approximately $400,000 prior to 
November 3, when the sale started. 

The decision to reorganize the Sosland 
store was reached shortly after Jay Sos- 
land’s discharge from the Navy. He served 
four years in the Pacific. 





Dayton Store at New Location 


Marlyn Jewelers, formerly at 1908 N. 
Main St., Dayton, Ohio, has opened its 
new store at 1935 N. Main St. Frank 
Hendrickson, owner of the store, started 
in business in 1947 when he purchased the 
Sterner jewelry company. 








CHARLES F. WINSON 


S80 FIFTH AVENUE. NEW YORK 19 


*“T inde” is the registered trademark of Union Carbide & Carbon Corp.—a synthetic gem 
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New York Jewelers Enjoy 
Gala Evening at Astor 


The highlight of the fall social season 
for New York City retail jewelers took 
place this year in its traditional setting 
of the Grand Ballroom of the Hotel Astor. 

This, the banquet of the Retail Jewelers 
Associations of Greater New York, in- 
cluding the associations of Staten Island, 
Westchester County, Nassau and Suffolk, 
was held on Sunday, October 24, with 
President Sam Jacobson presiding. He 
incidentally took this occasion to introduce 
his new wife to the industry from the 
dais where they sat with: Lewis Bernstein, 
counsel to the RJA of Greater N. Y.; 





Max Mittleman, vice president; E. Werner 
Gross, treasurer; Ben Schwartz, secretary; 
Lester Beerman, president of the West- 
chester Association of Jewelers, and Joseph 
Thibault, president of the New York State 
Retail Jewelers Association. 


Also, with their wives on the dais were: 
Harry Gerber, regional vice president of 
the American National Retail Jewelers 
Association; William Wagner, executive 
secretary of the Associated Credit Jewelers 
of New York and New Jersey; Samuel 
Steiner, vice president; Harry Brown, 
vice president; Dominick D’Elia, vice 
president; Murray Caine, president of the 
Staten Island Retail Jewelers Association, 
and Ben Spivak, president of the Nassau- 
Suffolk Jewelers Guild. 

















WANTED 


HOLESALE 
ALESMAN 


A. G. SCHWAB & SONS, INC. 
CINCINNATI, OHIO 











To take over established territory in seven South- 
ern states. Real opportunity for man with hustle, 
ambition and drive. Line includes most nation- 
ally advertised “Name” brands, plus our own 


well-known advertised FAITH line of 


DIAMONDS 
WATCHES 
JEWELRY 


If you have good wholesale experience, selling to 
the Southern retail jewelry trade, reply at once 
with full details. All correspondence and com- 


munications confidential. 


A. G. SCHWAB & SONS, INC. 


CINCINNATI 1, OHIO 


BOX 839 




















The affair was well attended and a fine 
social evening was enjoyed along with an 
excellent dinner—much to the satisfaction 
of Harry Gross and Samuel Steiner, ¢p. 
chairmen of the banquet committee. 

The chairman of the Entertainment Com- 
mittee, Bennet H. Schwartz, was con. 
gratulated on the quality of the orchestra’s 
performance and the four acts full of 
excellent entertainers. 

The souvenir of the evening was equally 
distinguished—a handsome umbrella {or 
each of the ladies. 


Sweet Succeeds Fachon 
As President of NEMJ&SA 


Howard H. Sweet (Sweet Mfg. Co.). 
Attleboro, Mass., was elected president of 
the New England Manufacturing Jewelers 
& Silversmiths Association at a_ special 
meeting of the board of directors on Octo- 
ber 21. He succeeds Emil E. Fachon 
(Bulova Watch Co.), Providence, who 
served as president for the past two terms, 


HOWARD H. 
SWEET 


Elected 
President 
of NEMJ&SA 





Mr. Sweet held the office of second vice 
president of the association from 1949 
through 1952. He was a member of the 
board of directors from 1943 to 1949. As 
a former chairman of the entertainment 
committee, Mr. Sweet directed the prepara- 
tion for the NEMJ&SA annual banquet. 
His other activities in the association 
include service with the Brass Procure- 
ment Committee, the Marking and Stamp- 
ing Committee and the Legislative Com- 
mittee. His term as president extends 
into October of 1955. 





"Know Your Jeweler’ Programs 
Given Governor's Proclamation 


A proclamation urging the people of 
Texas to support the “Know Your Jeweler” 
programs originated by The Watchmakers 
of Switzerland has been issued by Gov: 
ernor Allan Shivers. 

The declaration was made as three Texas 
newspapers—the Houston Post, the Dallas 
Morning News and the San Antonio Light 
—planned special “Know Your Jeweler” 
supplements for November 28th. The spe- 
cial sections were arranged through the 
joint’ efforts of the newspapers, jewelry and 
horological associations in those towns, 
and field merchandis‘ng representatives of 
The Watchmakers of Switzerland. 

The proclamation called the “jewelry 
profession and industry an important 
source of payroll productivity in the state” 
which “makes a significant contribution to 
our economy.” The decree added: 
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“Public confidence in the _ traditional 
skills, dignity, integrity and dependability 
of jewelers and watchmakers is being pro- 
moted through the ‘Know Your Jeweler’ 
plan. This plan was developed by The 
Watchmakers of Switzerland with the aid 
and encouragement of the American Na- 
tional Retail Jewelers Association, the Na- 
tional Jewelers Association, the Jewelry 
Industry Council, and the American Watch 
Association. 

“Therefore I, as Governor of Texas, do 
hereby urge the people of our State to 
support the ‘Know Your Jeweler’ plan as 
a means of furthering the economic bene- 
fits which our State derives from this in- 
dustry.” 

The “Know Your Jeweler” program has 
now universally become an accepted jew- 
elry trade program, working effectively to 
increase store traffic and profit through the 
stimulation of more public interest in 
quality jewelry stores. 

More than 50 “Know Your Jeweler” 
newspaper supplements have been pub- 
lished through the joint efforts of local 
jewelers’ groups, working with The Watch- 
makers of Switzerland field merchandising 
team, local newspaper officials, watch sup- 
pliers and the Jewelry Industry Council. 


Head of Onondaga Pottery 
Receives Honorary Degree 


Richard H. Pass, president of Onon- 
daga Pottery Co., Syracuse, N. Y., re- 
ceived the honorary degree of doctor of 
laws on October 21 at ceremonies cele- 
brating the 119th Founder’s Day at 
Alfred University, Alfred, N. Y. 

Mr. Pass was graduated from Harvard 
and joined Onondaga as a_ laboratory 
worker in 1915. Up through the ranks, 
he became president in 1941 and has been 
a director since 1926. 


RICHARD H. 
PASS 


President of 

Onondaga 

Pottery Co. 
Syracuse, N. Y. 





Mr. Pass has held a membership in the 
American Ceramic Society for many years 
and for 25 years has been a member of 
the Advisory Council for the New York 
State College of Ceramics at Alfred Uni- 
versity. 

The college also awarded an honorary 
degree to Arthur A. Houghton, president 
of Steuben Glass, Inc., Corning, N. Y. 





Wein Succeeds Manning as Head 
Of Detroit Jewelers Ass'n. 

The board of directors of the Greater 
Detroit Jewelers Association met November 
10 and elected Bernard Wein (Rose Jew- 
elers) as president for the ensuing year. 
He succeeds Lewis H. Manning (Cole & 
Erwin) as head of the organization. 
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Other officers elected were: Jack Laula 
(Otto Laula Jewelers), first vice president; 
Harry Clark (Simmons & Clark), second 
vice president; Bud Gerson (Myers Jew- 
elry Shop), secretary, and Leonard Tigay 
(Bond’s of East Detroit), treasurer. 

At a meeting of the association held No- 
vember 2, the following were elected to 
serve on the board of directors for the 
coming year: Louis Cooper (Jay-Win Jew- 
elers); Ed Gehringer (Gehringer Jewel- 
ers); Sol Hoffman (Brown’s Jewelers) ; 
Max Lebowitz (Winston Jewelers) ; Henry 
Levett (Serlin’s); Bert Miller (Square 
Deal Miller); Sid Rosen (Hayes Jewel- 
ers); Harry Ross (Drake’s Jewelers), and 
Joseph Sisler (Sisler & Lask). 

Lewis H. Manning, retiring president, 


joined the group of past presidents who 


automatically become members of 


| board. That group consists of the follow- 
| ing, in the order in which they served as 


L— 2] 


presidents: Emil Rose (Rose Jewelers) ; 
Irving J. Wolfgang (Cole & Erw'n) ; Fred 


| Simmons (Simmons & Clark); Sam Ger- 
son (Gerson’s); Maurice M. 
(Winston Jewelers); Harry Kay 


Erwin). 





jewelers in that city for over 50 years, an- 
nounce the opening of a West End branch 
S. M. 


| Schwarzschild Brothers, Richmond, Va., 


store at 3124 West Cary St. 


Schwarzschild is president. 
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¢ How much did you spend last 
year in sending engraving out? 


® How many sales did you lose 
because you could not give imme- 
diate engraving service? 


aving 


can be 


ALL PROFIT! 
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and so convenient with the 
new hermes 








You too can afford one 
with our liberal time payment plan 
for as littleas §Q¢ a day. 


Ask for our booklet GM—“How to Make Money with Engraving”. 


NEW HERMES ENGRAVING MACHINE CORP. 
13-19 UNIVERSITY PLACE + NEW YORK, N.Y. 









Winston 
(Kay 
Jewelers) ; Bill Friedberg (Friedberg Jew- 
elers), and Lewis H. Manning (Cole & 





CONSISTENTLY 
SUPERIOR 
ALWAYS 


FOR... 
¢ QUALITY 
¢ CRAFTSMANSHIP 


¢ VALUE 





Available in a distinctive assort- 
ment of Cultured Pearl and Di- 
amond Rings, Earrings, Neck- 
laces—from $35 Keystone. Also 
14K Gold and Cultured Pearl 
Tie Tacks—from $5 Keystone. 


Z. |. LEVKOV 


565 Fifth Avenue New York 17, New York 








GOLDEN CIRCLE HONORS '‘JERRY' GRANT AT MEETING 





it 


"Jerry" L. Grant (center) receives suitably inscribed sterling silver plaque from Al Walden 
(second from left), president of the Golden Circle Club of New York. Looking on are 
George Kramer (left), Arthur J. Tuveri (second from right) and Richard Bromley (right). 


The Golden Circle Club of New York | 
had no difficulty in selecting from its | 
ranks the member who has done the 
most for the betterment of the industry. 
The chore of making such a selection was 
an easy and natural one. It was decided 
unanimously that Jerome L. Grant (Flex- 
Let Corp.) would be the member to which 
homage would be paid at the group’s 
November 15 meeting which was held at 
the Hotel Delmonico. 


For his efforts on behalf of the industry, 
“Jerry” was presented with a suitably 
inscribed sterling silver plaque before the 
50 members and guests who attended the 
meeting. The presentation was made by 
Harry J. Bromley (National Jeweler), one 
of the Club’s organizers, who cited a long 
and detailed list of organizations and char. 
itable drives in which “Jerry” has been 
an active participant. 

Plans for the Club’s annual Christmas 
party were announced at the meeting by 














President Al Walden (Le Coultre Division 





ronage. 








55 East Washington Street 
Chicago 2, Illinois 
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It is our great pleasure to announce that this year, 
1954, we celebrate the One Hundredth Anniversary of the 
founding of the Juergens & Andersen Company. 


At this important milestone of our career, we pause 
to express our thanks to our many patrons and friends. We 
deeply appreciate your confidence and good will, which it 
has been our privilege to enjoy during the past century. 


On this occasion, we pledge our continued coopera- 
tion and our unceasing devotion to the high ideals of quality 
and service that brought us your valued friendship and pat- 


uergens ¢Nndersen 0 





of Longines Wittnauer), who pointed out 
that it would be restricted to members 
only. The affair will be held Wednesday 
evening, December 15, at the Finland 
House Restaurant, 39 East 50th St. 

The list of officer nominees who will 
be elected at the January meeting was 
submitted by “Jerry” Grant as chairman 
of the nominating committee. Named as 
nominees were: President, Arthur J. Tuveri 
(THE Jeweters’ CircuLAR-KEYSTONE) ; 
Vice President, Herman Ostrin (Ostrin 
Co.) ; Treasurer, George Kramer (Semca 
Clock Co.); Secretary, Frank Sheppard 
(Jewelry); Financial Secretary, Joseph 
Hornstein, and Sgt.-at-Arms, Michael C. 
Fina (Michael C. Fina Co.). 





Death Takes L. Whitelaw of N. Y. 


Louis Whitelaw, president of White- 
law Brothers, 48 West 48th St., New York, 
importers and wholesalers of diamonds, died 
November 4 after a long illness. He was 
in his early seventies. Mr. Whitelaw was 
born in Austria-Hungary and had lived in 
New York since childhood. He had been 
in the jewelry business for more than half 
a century and was instrumental in having 
his company operate a diamond-cutting 
factory in Johannesburg, South Africa, in 
the late Nineteen Twenties and early 
Thirties. Mr. Whitelaw married twice. His 
first wife, Mrs. Dora Whitelaw, was fatally 
injured in a motor accident in 1934. Sur 
viving are his widow, Mrs. Helen White 
law, two sons, a daughter, a brother and 
two sisters. 
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q An urgent appeal to industry is being 
made by Henry Peterson, president of the 
Feature Ring Co., 130 W. 46th St., New 
York, and chairman of the Jewelry Com- 
mittee of the Travelers Aid Society of 
New York. Mr. Peterson is encouraging 
active support in reaching the Society’s 
$360,000 goal for 1954, in order that their 
vital service to the traveling public at the 
piers and city’s transit centers may con- 
tinue. Last year, Travelers Aid helped 
231,000 people confused and stranded in 
New York City. 

4 Harold Rapp, manager of the Wyler 
Watch Agency, Inc., was guest speaker at 
the November 1 meeting of the Horological 
Society of New York which was held, as 
usual, at the Capitol Hotel. His talk was 
titled “How the Inca-Flex Balance Wheel 
Absorbs Shocks and How It is Handled.” 
Mr. Rapp also showed a film on “The 
Inca-Bloc” which was viewed with rapt 
attention by his audience. A number of 
valuable door prizes were distributed at 
the meeting. 


q Elmer I. Huppert, Jr., president of the 
Sal-Hyde Corporation, manufacturers of 
“Sal-Hyde” solutions and supplies and 
equipment for metal finishing, announced 
recently that the firm has moved to new 
and larger quarters at 173 Huguenot St., 
New Rochelle, New York. The firm was 
formerly located at 1891 Palmer Ave., 
Larchmont, N. Y. The move to new quar- 
ters was made on November 15. 

4 Kobrin Brothers, creators of artistic 
jewelry, opened a new store October 21 
at 575 Madison Ave., New York. The 
company operates another store at 2297 
Broadway and a wholesale department at 
20 West 47th St. 

4 Richter’s Jewelers, Inc., has moved to 
new quarters at 589 Fifth Ave., New York, 
where it has twice as much space as at 
its old location. In its new quarters, the 
concern has approximately 6000 square 
feet of space, as compared with 3000 
square feet in its old store at 585 Fifth 
Ave. Employing the larger area, Richter’s 
has installed three private selling rooms 
for the convenience of its customers. 
Richter’s is known as one of the few re- 
tail jewelers who import cultured pearls 
directly from the Far East, and diamonds 
from Europe. The store also features com- 
plete lines of men’s jewelry, watches, bet- 
ter costume jewelry and fine jewelry. 

4 Mrs. Joseph Frier, a community worker 
for the past 15 years, has been named 
chairman of the Bazaar Committee of 
Brooklyn Section, National Council of 
Jewish Women, a service and education 
agency serving the borough since 1896. 
The Bazaar, one of Brooklyn Section’s 
Major fund-raising events, is scheduled for 
December 8 and 9 at the Livingston, 301 
Schermerhorn St. Mrs. Frier’s husband is 
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an attorney for the Jewelers Board of 
Trade. 

4 Members of the jewelry manufacturing 
industry were expected to turn out in 
large numbers for the second annual din- 
ner-dance and entertainment sponsored by 
them on behalf of the Federation of Jew- 
ish Philanthropies of New York. The af- 
fair was to be held November 20 at the 
Astor Hotel. It was sponsored by the 
Jewelry Crafts Association, Associate 
Jewelers, International Jewelry Workers 


. Union (Local No. 1), and independent 


manufacturers. 


——_—_ 


French Gov't Honors Jeweler 


The French Government recently hon- 
ored Mrs. Jos. E. Judels, a prominent 
figure in Parisian jewelry circles, for ser- 
vices rendered during the war and at the 
liberation. For her activities on its be- 
half, the Government has made her a 
Knight of the Legion d’Honneur of France. 

Mrs. Judels assists her husband in the 
operation of a jewelry establishment at 
20 Rue de la Paix, Paris, France. 





Lambert's Launch Ad Drive, 
Inaugurate New Budget Plan 


Practically every New York newspaper 
will carry a heavy schedule of advertising 
for Lambert Brothers Jewelers from now 
until Christmas, and thereafter, in a new 
stepped-up campaign. 

Each advertisement features a large L- 
shape, with copy appearing with the L, 
and illustration of merchandise on the 
dark background surrounding the letter. 


Mrs. Casey I. Herrick, Lambert’s direc- 
tor of public relations, who created the 
new design and theme, states that response 
has already been exceptional from the 
first ads of the campaign. She points out 
that the layout lends itself to a variety 
of shapes and sizes of ads, to display of 
various items of merchandise, from rings 
to necklaces. Some ads even feature a 
coupon in the bottom part of the L. Mrs. 
Herrick added that each ad gains in power 
and distinctiveness from the preceding 
ones, as the campaign progresses. 

Lambert Brothers have also launched an 
extensive advertising program on its new 
and unique budget payment plan. For 
the first time in its history, Lambert’s are 
offering a time payment plan which is 
available with no down payment and no 
interest, carrying or other service charges. 

The Lambert brothers, Victor and Henry, 
have spent two years working out the de- 
tails of this financial innovation, in order 
to build it on a sound operational basis. 
They feel it should prove a valuable stimu- 
lant to this year’s Christmas business. 
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JACK J. FELSENFELD, Inc. 


9 Maiden Lane, New York 38, N. Y. 
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ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


HARRY BRAUNFELD 


108 FULTON ST., NEW YORK 38, N. Y. 











“ORIENTA” 
CULTURED PEARLS 


of QUALITY 
Sows Fhrislie He 


65 NASSAU STREET 











Svathetic & Semi-Precious 
STONES 
Svathetic Ringstones all sizes and shapes 
Diamonns—All Sizes and Qualities 
JOSEPH BLANK 
COrtiaedt 7.356? 


87 Nassau St. New York 38, N. Y. 














14 K—G. F.—S. $. Findings 
All Price Ranges 
Ear Wires—Settings (Platinum) 
Stud Back & Wing Backs 
6 | “and @ Thousand & One Other lteme”’ 


LEDA FINDINGS CO. 
36 W. 47th St. _PL7-0758 New York 36, N.Y. 


LEDA — FEATURES & 











Serving Jewelers 
for nearly 50 years 
"JEWELERS BLOCK” 
INSURANCE 


"ALL RISKS" FLOATERS 
WORLD WIDE 





PENDLETON & BERGER 
INSURANCE BROKERS 
15 William Street New York 5, N. Y. 
Tel. HAnover 2-1771 Cable Penberg, N. Y. 








Sam A 





127 






















for that little-girl you love 
Auniverary 
Pear 
Carbs. 










Genuine Natural 
Pearls Nationally 
Advertised 








All Pearls strung on 
14K chains. Hand- %& 
somely gift boxed for 
every occasion. Perfect gi 
for Babies, School Children, 
Teen Agers. 

Special Tray Assortment #77: 

8 Anniversary Necklaces in 

Beautiful Display Tray ...... $107.00 


(K 
Sold through tiv 


WRITE TODAY FOR FURTHER INFORMATION 
The gift that becomes an heirloom 
—it grows and grows more 
precious with the years. 


ANNIVERSARY PEARL CO. 


48 WEST 48th STREET, N. Y. 36 
Plaza 7-2464 
All Prices Keystone 





















































Featuring Genuine 


BLACK STAR 
SAPPHIRES 


Finest Cut Genuine 


BLUE SAPPHIRES 


GOLDEN, BLUE AND 
WHITE ZIRCONS 


Also Other Unmounted Stones 


WALTER S. ARNSTEIN 
1 W. 47th St. New York 36, N. Y. 

























NEW. PEARL DRILLER 
ee Practical and Useful Tool 


Priced 
at 
only 


$3.00 


Drills holes any depth or thru for Pearls, 
beads, or metal balls. Exclusive with 


KRIEGER & DRANOFF 


Genuine Watch Materials * Tools * Jewelers Findings 
44 W. 47th St. New York 36, N. Y. 































Ask For 
Time Tested 


bd ee) | BS 


Best for Watches and Clocks 


Stand The 


Test of Time 


Wm. F. Nye, Inc., New Bedford, Mass. 























Executive Appointments 





Landon Named to Oneida Board; 
Appointed Director of Sales 


Robert W. Landon was elected to the 
board of directors of Oneida Ltd. at the 
monthly board meeting on October 25. 
Coincident with his election Mr. Landon 
will assume the new title of director of 
sales and will be responsible for the sale 
of all standard brands of tableware through 
retail channels. 

Mr. Landon has been employed in the 
sales department of Oneida Ltd. since he 
graduated from Colgate in 1939 and has 
been sales manager of the Community 
Division since 1950. 


ROBERT W. 
LANDON 
Assumes 
Title of 
Director 
of Sales 


Prior to World War II Mr. Landon 
represented the Community Division in 
such wide-spread territories as New Eng- 
land, Chicago and the southwest. During 
the war he was a superintendent of the 
Silver Plated Bearing Division which pro- 
duced bearings for such famous engines 
as Rolls Royce, Allison and Pratt & Whi't- 
ney. Immediately following the war 
Mr. Landon covered the St. Louis-Kansas 
City territory for Community, and in 1949 


| he returned to Oneida as assistant sales 








manager of the Community Division. 





Stegeman and Reis Advanced 

To New Posts at Gruen Watch 
The board of directors of the Gruen 

Watch Co. has elected A. T. Reis as trea- 


surer and A. Vinton Stegeman as adminis- 
trative vice president. 





A. V. STEGEMAN A. T. REIS 
Named Elected as 
Administrative Treasurer 
Vice President of Gruen 


Mr. Reis, an executive with Gruen for 
the past 25 years, will continue to handle 
the responsibilities of Gruen comptroller. 








A member of the Ohio Society of Certifie 
Public Accountants, he was a lecturer jn 
accounting for 23 years at the Evening 
College of the University of Cincinnati, 

Mr. Stegeman became associated with 
Gruen early in 1954 as administrative as. 
sistant to the president. Previously he 
had been sales manager and assistant to 
the president of the Wadsworth Watch 
Case Co., Dayton, Ky. 


Flex-Let Names ‘Jerry’ Grant 
Director of Merchandising 


Jack R. Storti, executive vice president 
of Flex-Let Corp., announced that on 
January 1, 1955, Jerome L. Grant will join 
the firm as director of merchandising. 

Mr. Storti stated: “In joining us as di- 
rector of merchandising, ‘Jerry’ Grant 
will, with his 30 years’ experience in jew- 
elry merchandising, help us provide the 
retail jeweler with even more creative 
merchandising assistance than we _ have 
given in the past.” 

Mr. Grant was formerly a vice president 
of Swank and in 1944 became executive 
vice president of the American Jewelry 
Distributors, Inc. 


JEROME L. 
GRANT 
Joins Flex-Let 
as Director 
of Merchandising 





For 17 years he has been a member of 
the Jewelers’ 24 Karat Club of New York 
and has served as its secretary since 1951. 
He is a member of the Jewelers’ Square 
Club, Golden Circle, Sales Executives’ 
Club of New York and a trustee of the 
Maiden Lane Historical Society. He has 
been active in numerous jewelry charity 
drives, in many instances serving as group 
chairman. He was one of the original 
group which helped form the Jewelry In- 
dustry Council. 

Mr. Grant will be in charge of mer- 
chandising Flex-Let’s complete line of 
men’s and women’s watch bands and jew- 
elry, joining Mr. Storti and Jules Hoch- 
man, vice president in charge of sales, at 
Flex-Let’s executive offices, 580 Fifth Ave., 
New York. 





Norfolk (Nebr.) Store Remodels 


J. T. Gillesp'e & Sons, leading jewelers 
of Norfolk, Nebr., have remodeled their 
jewelry and optical store. The establish- 
ment, located at 324 Norfolk Ave., was 
formally re-opened on November 6. 
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European low and medium priced 
jewelry—the latest in fashion and design 
__was viewed for the first time in America 
by more than 130 of the nation’s top 
jewelry designers attending a Jewelry 
Fashion Clinic in Providence on October 
92. The luncheon affair was held at the 
Sheraton-Biltmore Hotel under the aus- 
pices of the New England Manufacturing 
Jewelers & Silversmiths Association and 
the Jewelry Industry Council. 

A wide selection of actual samples, pur- 
chased abroad for NEMJ&SA, were dis- 
played in a preview showing of what 
European women soon will be wearing in 
the way of jewelry. 

“There is jewelry like satin, there is 
jewelry like tweed, there is jewelry with 
the flavor of oriental brocade as rich and 
handworked as an emperor’s robes ... ,” 
said Miss Martha Percilla, Fashion Di- 
rector of the JIC, who was commentator 
at the clinic. 





Flexible gold mesh necklace in a scalloped 
contour which is accented by stylized tear- 
drops of palladium studded with small dia- 
monds. One of the trend setting sketches 
exhibited at the Fashion Prevue presented 
by the JIC and NEMJ&SA on October 22. 


During Miss Percilla’s* commentary and 
analysis, based on her first hand study of 
Europe’s latest jewelry fashion designs, 
NEMJ&SA’s samples were displayed on 
three large satin-covered panels. Later 
they were made available to the designers 
and samplemakers present for close exami- 
nation and study. 

It was through the cooperation of the 
Gold Filled Manufacturers Association and 
the Machine Chain Manufacturers Asso- 
ciation with NEMJ&SA that the purchase 
of the jewelry samples was made possible. 

Miss Percilla pointed out the prevalence 
of a beautiful gleaming finish which the 
French call “satinoir” and which has the 
richness of finely woven satin. She also 
emphasized the use of meshwork in neck- 
laces, bracelets, cuff links and every other 
jewelry form. 

The samples of jewelry which were 
shown at the manufacturers’ prevue bore 
out the trend descriptions with which Miss 
Percilla opened the meeting. One necklace 
was made up of eight strands of gold chain 
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New and Trend-Setting European Jewelry 
Is Shown at Fashion Prevue in Providence 


. each chain of different design and all 
draped together in a textured mass. Large 
flower-shaped earrings made of satin-like 
irridescent blue metal had a center of mock 
moonstones encircled with rhinestones. 

A large portion of the jewelry shown 
had the feeling of fabr'c as well as the 
look of it because of its suppleness. Out- 
standing colors were turquoise and ruby, 
a combination which appeared again and 
again in necklaces, earrings and pins. 

Men’s jewelry seen was especially in- 
teresting and introduced one or two very 
newsworthy ideas. One was the expandable 
cuff link. Made up of a pair of twin 
gold filled buttons, the links are held to- 
gether by a small chain which works on a 
reel, making it possible to pull the but- 
tons apart an inch or so and they then 
snap back automatically. The mechanism 
has considerable advantage because it en- 
ables the wearer to place his links in the 
shirt before putting it on. 





The jeweled headband which is making 

headline news in Paris. Encrusted com- 

pletely with light blue baguette-shaped 

stones, it loops over the head and hangs 

down over one ear where the rigid band 

ends in a cascade of stones set in flexible 
mountings. 





Two rigid cuff bracelets seen at the Fashion 
Prevue in Providence are shown here. The 
top one holds a powder box in its center 
which snaps open with a flick of the finger 
and it has the popular "satinoir" finish in 
gold. The lower is chased gold, rimmed 
with diamonds, and opens to reveal a watch. 





“You can phone 24 hours a day” 
Until Christmas 


“FRanklin 2-2928" 


“Whether you have a call for a mar- 
quise, an emerald cut or a round dia- 
mond, any size, loose or mounted— 
phone FRanklin 2-2928 any time of day 
or night. Your memo will be on the 
plane within a few hours." 


Leo Pevsner & Co., Diamonds 
5 South Wabash Avenue 
Chicago 3, Illinois 











PACIFIC COAST 
TOP SALESMAN 
AVAILABLE 


A seasoned, energetic salesman, presently em- 
ployed by a leading watch firm—with sound 
reason for seeking change—desires a new con- 
nection. 

With over I5 years’ experience, traveling the 
coast and all states from Denver west. 

A tremendous following, with entry to large 
accounts to Jewelry and Department stores—for 
large volume business. 

WILL CONSIDER ANY TOP LINE. 

Available for personal interview in New York 
during the month of January. 


Box "A., 1633," 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17, N. Y. 











the Niash 
“CUFFMASTER,” 


TRADE MARK 


the Qnest 
cuff link 
back ever 
made 
for the 
Jewelry 
Trade 





Design 155,535. 
Patented Censtruetion 2,472,958. 
latringers will be prosecuted. 
Available in gold, silver, gold filled, braces 
and other metals. 
Send for price list. 


NIASH REFINING CO. 
116 Nassau St., New York 38 
COrHandt 7-4496 

















AVAILABLE 
JANUARY 1955 


Salesman to cover Chicago and surround- 
ing states. Wide experience selling retail 
jewelers, department stores, catalog and 
premium volume users in watch and jewelry 
lines. Also management experience in 
promotion, merchandising, sales and ad- 
vertising. Would consider investment. 


Address: Circular #308 
Room 1420 Heyworth Bidg. 
Chicago 2, Ill. 
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CUFF LINKS 





"Bridal Pair’ * 


GIFT PROMOTION 


Miniature stoneset engagement ring 


and wedding band . . . on gold or 
sliver plated cuff backs . . . all in clear 
plastic, gold-stamped package .. . 
perfect gift matching all famous 
"Bridal Pair''* items! Counter displays 


available. 
*Trademark 


po — Retail Each 
i le $2. SNP Goned 
Ask Your Wholesaler! 


JEWELRY CO. 
52 Valley St., Prov., R. I. 











INTEGRITY DIAMOND RINGS 


Outstanding Values 
$62.50 to $500 Retail 


Announces 


One year free insurance against loss, etc. This 
mounted diamond ring and Lock Sets line, with 
supporting sales aids which include guarantees 
—displays, mat service, price tags, ring boxes, 
etc., is a proven seller. 


EXCLUSIVE FRANCHISES AVAILABLE 


LOUIS F. GUINESS, INC. 


Diamond Importers Since 1910 
373 Washington St. Boston, Mass. 











Cultured Pearls 


KIBITZ AND COMPANY 


IMPORTERS 


545 FIFTH AVE. NEW YORK 17, N. Y. 
MUrray Hill 2-3432 

















Sold caty direst te Retailers 
WELLS MFG. CO. ATTLEBORO. MASS 





NICKEL SILVER 
PHOSPHOR BRONZE 


THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 











q Members of the Boston Jewelers Club 
met at the Hotel Statler on November 5, 
for their annual beefsteak dinner and elec- 
tion of officers. Ellsworth W. Read, of 
Kettell, Blake & Read, 201 Washington 
Bldg., was elected president. Herbert L. 
Thomae, of Charles Thomae & Son, Attle- 
boro, Mass., was elected vice-president; 
and Clarence B. Lund, of Lund Jewelers, 
222 Clarendon St., Boston, was elected 
secretary-treasurer. The dinner and elec- 
tion were followed by a program of en- 
tertainment. 

4 Members of the Diamond Peacock Club 
gathered, 100 strong, at the Parker House 
on October 29 for their annual steak and 
lobster dinner, and election of officers. The 
nominating committee, consisting of C. 
Edward Cotter, of Prince-Cotter Co., 
Lowell, chairman; George Samburg, Ralph 
Cohen, Edwin Fisher, and David Percival, 
Jr., turned in the slate, and Arthur B. 
Wright, of the Buffalo Jewelery Case Co. 
was elected president. Joseph T. McDevitt, 
of Handy & Harman, was elected vice- 
president; Harold Barry, of Barry & Ep- 
stein, was elected treasurer; and Matthew 
Brown, Scott Jewelry Co., was elected 
secretary. Four new members were added 
to the Board of Directors—Vincent Chap- 
man, Jewelers Board of Trade; Irving 
Broder, Gruen Watch Co.; Robert John- 
son, Parker Pen Co.; and Norman Reif- 
farth, Volupte, Inc. Two new members 
were added to the Club roster—William 
Coulthurst, of Anson, Inc., and Richard 
Heerde, of D. C. Percival & Co. 

q “Nat” Goodman, of N. I. Goodman, Inc., 
1006-7 Jewelers Building, planned a meet- 
ing in New York City during the first 
week of December of the Ring Committee 
of the National Wholesale Jewelers Asso- 
ciation. Plans will be discussed for the 
1955 program. 

4 Dawson Jewelry Co., 10 State St., Bos- 
ton, has just issued a new catalog for 
1955, commemorating the firm’s 50th an- 
niversary. 

4q Francis P. Oliver, of Oliver’s Jewelry 
Store, Provincetown, Cape Cod, Mass., has 
closed his store on Commercial St., and 
opened a new place in his home on Brad- 
ford St. 

4q The H. P. Zeininger Co., 811 Washing- 
ton Building, has taken over distribution 
of a new product of the Bomac Labora- 
tories, Inc., of Beverly, Mass., known as 
Bomair. This is a portable electronic air 
purifier, designed specifically for use in 
the elimination of airborne irritation of 
asthma and hay fever, allowing natural 
cure. The unit collects efficiently micro- 
scopically fine particles of dust and pollen, 
and its design is the result of eight years 
of research study and test in coordination 
with a large Boston clinic, hospitals 
throughout New England, and private 
chronic cases. 





NEW ENGLAND 


q Fred DeScenza of the Alfred F. De. 
Scenza & Son firm, 609 Washington Build. 
ing, has opened his ski lodge at Ossipee, 
N. H., for the third season—and is now 
hoping for plenty of snow. 

q Arthur Greenwood has joined the sales 
staff of James & Mitchell Co., 801.3 
Province Building. 

q “Mel” Jellson, salesman for Mendelsohn 
& Terban, 412-416 Washington Building, 
and formerly with Samuel Fagan, Province 
Building, was married on October 24. The 
firm is becoming quite “military”—with 
Mel Jellson with the Air National Guard; 
Fred Black, salesman, with the U. S. Coast 
Guard Reserve; Larry Wernick, salesman, 
with the National Guard; and “Mel” 
Lemelman, shipper, with the R.O.T.C. 
4B. & C. Jewelry Co., 408-11 Province 
Building, has issued a new catalog fer 
1955, now available to all dealers through. 
out New England. The firm also has added 
a new line of lamps. 

q Irving Carbino of Carbino’s Jewelry 


Store, Inc., Massena, N. Y., has been re. ‘ 


modeling and lengthening his store, and 
now occupies all three floors in the build. 
ing, planning a formal opening about 
December 1. 

q@ Romm & Company, Inc., of Brockton and 
Fall River, Mass., recently took over the 
Goldner Jewelry Co., Quincy, Mass., and 
drew 4,000 persons at its formal opening 
under the new management. 

q Henry Kamlot, 307-311 Washington 
Building, has been busy of late polishing 
and scraping his skis, rubbing them with 
linseed oil, and getting ready for his an- 
nual winter skiing vacation. 

q “Bert” Stranger, Jr., of the Herbert W. 
Stranger Co., 306 Washington Building, 
stood by with his Red Cross disaster unit 
during the recent rescue of nine sand- 
hoggers trapped in a water tunnel being 
dug by the Metropolitan District Com- 
mission in Cambridge. His two-way phone 
equipment carried word to and from the 
men during the rescue proceedings. Mean- 
time, Herbert, Sr., has been getting ready 
for his annual hunting trip to Maine. 

q Miss Myrna Kamin, formerly with A. 
Cohen & Co., Province Building, is the 
new bookkeeper with Mendelsohn & Ter- 
ban, 412-416 Washington Building. 

q Albert J. Hanscom of Hanscom’s Jewelry 
Store, Reading, Mass., officiated as presi- 
dent of regional division, Society of Ameri- 
can Magicians, at Haverhill, Mass. Mr. 
Hanscom gives many magic shows, and 
also delivers numerous lectures on hyp- 
notic therapy. 

q Miss Ursla Belley, daughter of Edmond 
Belley, jeweler of Lowell, Mass., is back 
from an extended stay in Norway, and is 
now lecturing on that area, and helping 
her father in his store. 

q “Al” Pascucci, proprietor of the Ball 
Square Jewelry Store, Somerville, Mass., 
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has just built and moved into a new 
home in Winchester. 

4 Joseph O’Neil, who purchased the store 
of Ernest Forsberg, Wellesley, Mass., has 
drawn up plans for enlarging the place. 
4 “Nat” Morrison, of Bellows Falls, Ver- 
mont, has purchased the H. H. Thompson 
store at Brattleboro, Vt. 

4 Roger Brassard, formerly located on 
Kelley St., Manchester, N. H., has moved 
to a new location in the same city. 

4 Louis Lemay, of Manchester, N. H., 
spent a week this fall in Philadelphia as 
guest of Gustavus Laitenen, City Planner 
of Concord, N. H., while both attended 
the National City Planners Association 
convention. The following week, Mr. Le- 
may and “Andy” Anderson fished at a 
lake near Chatacoochie, in Upper Quebec. 
4 Jack Sawyer, jeweler of Laconia, N. H., 
will move to a new modern store across 
the street from his present location as 
soon as the new place is completed in 
January. A feature of the new store will 
be a china and glassware department, and 
a new room devoted exclusively to trophies. 
4 Thomas Lemay, of Lemay Brothers, 
Manchester, N. H., spent a week in New 
York City late in October visiting the vari- 
ous markets. 

4 Jacob M. Glaser, of Glaser Brothers, 
910 Jewelers Bldg., Boston, where he had 
been associated for 40 years, died on 
October 7. 


Birch and McCormick Purchase 
Briggs, Bates & Bacon Co. 


Fred M. Birch, formerly manager of the 
Hadley division of the Elgin National 
Watch Co. in Providence, and Samuel J. 
McCormick, formerly vice president in 
charge of sales for Wells Mfg. Co., Attle- 
boro, purchased control of Briggs, Bates 
& Bacon jewelry manufacturing company 
in Attleboro November 8. 

The Attleboro concern is one of the 
oldest jewelry manufacturing plants in 
Attleboro. Sale of control to the new 
owners coincided with the retirement of 
Frank E. Tappan as head of the company. 
Mr. Tappan has been connected with the 
industry for nearly 50 years and is well 
known throughout the trade. 

The firm dates back to 1867 and has 
been constantly engaged in the production 
of jewelry and jewelry metals. Among 
many of the items the company pioneered 
were gold filled watch cases and the orig- 
inal Carmen stretch-type bracelet. The 
concern occupied quarters in the Tappan 
Building, corner of Union and Mill Sts., 
Attleboro. 





‘Attleboro Day' Jewelry Float 
Featured in Life Presentation 


A photograph of the giant jewelry float 
that attracted so much attention in the 
recent city-wide celebration in Attleboro, 
Mass., is featured prominently in a port- 
folio distributed by Life magazine. 

The national publication has compiled 
a photographic report on its Advertised-in- 
Life Promotion which was held during 
September in Attleboro. The report con- 
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tains 34 photographs of participants in the 
parade which climaxed the two-week pro- 
motion. 

The jewelry float that took part in the 
parade was entered by the New England 
Manufacturing Jewelers & Silversmiths 
Association. It featured a huge clock-face 
with rhinestone numerals, flanked on three 
sides by models dressed for various times 
of the day and pointing out the beauty, 
versatility and timeliness of the industry’s 
products. 

The Life promotion was designed to ad- 
vertise the city and its products. Spon- 
soring it jointly with Life were the manu- 
facturers and merchants of the community. 





Oneida Uses Giant Spoons 
In Billboard Advertising 


Residents of central New York and thou- 
sands of visitor-tourists to these pleasant 
reaches of the Mohawk Valley now have 
a new attraction. It is a giant spoon over 
20 feet in length that reposes on the bill- 
boards announcing the’ east-west ap- 
proaches to the little city of Sherrill, the 
home of Oneida Ltd. 





Giant teaspoon towers over main entrance 

to the Oneida Ltd. Administration Building 

while Vladimir Krivsky, the artist-creator, 
makes final inspection. 





Formed of plywood, the giant spoons | 


represent the new South Seas pattern by 
Community. They were created by the 
General Outdoor Advertising Co. of Utica, 
2 

Despite the fact that the giant spoons 
are cut from flat sheets of plywood, the 
delicate shadings give a third dimensional 
effect. 





Sponsors of New Orleans Show 
To Hold One Event Annually 


Helen Brett Trade Shows, Inc., spon- 
sors of semi-annual gift shows in New 
Orleans, La., announced recently that they 
will hold just one show annually during 
the month of July. 

According to Helen Brett, director of 
the sponsoring organization, this decision 
was reached after a careful study of buyer 
and exhibitor problems which are peculiar 
to this territory. 

Next year’s show will be held July 24 
through 28 at the Roosevelt Hotel in New 
Orleans. A total of 75 rooms on three 
floors of the hotel have been set aside for 
exhibits. 


holiday 


greetin aa 


NAOMI 


ISLAND PARK, NEW YORK 


WRITE FOR FREE 
COMPLETE FINDINGS CATALOG 











SALESMAN WANTED 


Nationally known manufacturer of ladies’ 
and gents’ ring mountings for diamonds 
and engraved wedding rings for the whole- 
sale and chain store trade has opening 
in South and Southwest for a man who 
can prove record of successful selling in 
the territory. Line is extensively backed 
by advertising and promotional material. 
Our line merits a top-notch man only. 
Replies confidential. 


Box "K., 1621" 


c/o Jewelers’ Circular-Keystone 
100 E. 42nd St.. New York 17, N. Y. 














Manufacturer to Retailer 


Quality Costume Jewelry 


FREE—sensational displays—mat service 


FPantary of Yewels 


18-20 W. 31st St.. New York 1, N. Y. 




















LEATHER CLOCK CASES 








#11J—Sheepskin case—Black, 
Brown, Blue, Red, Tan, Green 
<sehonsdesead Keystone $7.00 
#22J Genuine Morocco Leather 
Case—Wine, Red, Black, Blue, 
Brown, Green, Tan. Key- 
GIUEO g.« caves ensascas $11.00 
#35J—Genuine Ecrase Leather 
with gold tooled border. Brown, 
Tan, Rose, Green or Light 
Blue...... . Keystone $13.00 
2%” and 2%” for Swiss and 
Waltham. Immediate Delivery. 


ARISTO IMPORT CO., INC., 630 Fifth Ave., New York 20 
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Brard F. Brogan 
OFF thal Sells 
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$03 SANSOM STREET 
PHILADELPHIA 7, PA. 











m The GIFT to SELL 


for Home or Office 


CLOCKS 


AUTOMATICALLY CALCULATE 
"time at a glance"' 


Shown above: Model 800 REGENCY. 
Retails at $40.00. Other fine NUME- 
CHRON Self-Starting Electric Clocks 
from $9.95 to $85.00. 


"As Advertised in TIME" 


Consult your distributor or write 
for illustrated catalog and af- 
tractive discounts. 


Personalized Imprinting Available 








PENNWOOD NUMECHRON COMPANY 
7249 Frankstown. Avenue, Pittsburgh 8, Penna. 














L EARN WATCHMAKING 
REPAIRING - ENGRAYING 
Day or Evening 
PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phila. 


Write Dept.'’K"' lil'd Catalog 
Baldwin 9-1376 Est. 1894 
Arthur T. Johnson, Prinelpai 





Eve. School 
in Watehmakin 
Sept. 22-May 23 
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4@ Talk of the success of its 15th annual 
dinner-dance occupied part of the evening 
at a regular meeting of the Retail Jewelers 
Association of Philadelphia and Eastern 
Pennsylvania on November 23 at the Drake 
Hotel. As is its custom, the association 
wll not hold a meeting in December. The 
next meeting will be in January, the date 
of which has not yet been announced. 
The association reports that it is currently 
enjoying a ten per cent increase in mem- 
bership over last year. 

4 Jack K. Green reports that Grossman’s 
is enjoying a substantial increase in busi- 
ness which is attributed to the move from 
415 W. Girard Ave. to 3089 Kensington 
Ave. and the addition of luggage and 
chinaware to the merchandise formerly 
carried. 

q@ Several University of Pennsylvania 
chronometers were in need of repair and 
readjustment after being moved recently. 
William A. Heine of 31 S. 40th St. was 
called in to work on the delicate devices. 
Mr. Heine, himself, is celebrating his 60th 
year in the business of repairing time- 
measuring devices. He started working at 
it when he was 14 years of age. His 
latest expansion is now in the planning 
stage and includes converting the store 
adjoining his establishment into a show- 
room. It is used presently as a storeroom. 
q The Smith & West staff of the Suburban 
Station Building has completed celebrat- 
ing the store’s ninth anniversary. 

q Paul Moses, a well-known window decor- 
ator and artist, has been permanently em- 
ployed to create artistic decorations for 
the windows of the Fred J. Cooper es- 
tablishment at 109 S. 13th St. 

4 “Diamonds to match every woman’s 
eyes” added glamour recently to the win- 
dow featuring colored diamonds at the 
Fred J. Cooper store at 109 S. 13th St. 

4 A new organization has been formed 
for veteran employees of S. Kind & Sons, 
Inc. Known as the S. Kind & Sons So- 
ciety, it is comprised of employees who 
have been associated with the firm for 25 
years or more. At the first dinner-meeting 
of the newly organized group on Tues- 
day, October 19, 23 employees were made 
members. Their service with the company 
totals 839 years. The oldest in service is 
Ernest Cramer who is in his 40th year of 
employment at Kind’s. 

q Andrew J. Mulherin, Jr., executive secre- 
tary of the Pennsylvania Retail Jewelers 
Association, urges all jewelers to support 
the Jewelry Industry Tax Committee which 
is currently engaged in a campaign to 
raise funds so that the jewelry industry 
can present its viewpoints effectively to 
the Congress in the legislative tax battles 
next year. Donations for the Tax Com- 
mittee may be mailed to Mr. Mulherin at 
5 S. 40th St. in Philadelphia. 

4 From the first of November until Christ- 
mas, Tappin’s, Inc., are running three full 
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pages of advertising each week in the 
Philadelphia Daily News. Much of the 
space will go toward promoting Kimberly, 
Tappin’s own brand of timepieces. 

q The Louis Lefkoe Co., 27 S. 11th St, 
received some free publicity the hard way 
last month. Hurricane Hazel dislodged 
large sign which hung precariously and 
imperiled both the store and pedestrians, 
While firemen removed the sign during 
the storm, a television reporter focused 
his camera on the operation thus showing 
a picture of the Lefkoe store to countless 
numbers of listeners. 

4 David Greenberg, owner of the store 
bearing his name at 218 S. 52nd St., died 
October 17. He had been in the jewelry 
business for 44 years. He was a member 
of the Retail Jewelers Association of Phila. 
delphia and Eastern Pennsylvania. The 
organization honored his memory at its 
recent dinner-dance when members and 
guests stood for one minute of reverent 
silence. Mr. Greenberg is survived by his 
widow, who continues to operate the busi- 
ness, and by several brothers and sisters, 
q Myer B. Barr announced that for the 
first time Barr’s sponsored a 20-page insert 
in the Sunday Evening Bulletin on Novem. 
ber 7 and another in the Philadelphia In- 
quirer on December 5 featuring brand 
name merchandise carried by Barr stores, 
The tabloid insert will reach a combined 
circulation of over one million. Said Mr. 
Barr: “Cutting lineage is foolish at this 
time. We are increasing ours in news- 
papers despite the addition of three tele- 
vision shows to our advertising schedule.” 
As a result of this extended advertising 
and other increased promotional activities, 
Mr. Barr expects the fall to Christmas 
season to show a 15 to 20 per cent increase 
over the same period of last year. 

q@ Smith’s Jewelers of 66 Easton Road, 
Willow Grove, Pa., have added a moder 
display case on wheels which they place 
in the entranceway between the windows 
each morning and roll back into the store 
each night. For an attention-getter it can't 
be beat—according to the store owners. 
Smith’s feature costume jewelry and nov 
elty items in this showcase most of the 
time, but plan to use other merchandise in 
the future. 


New Drive for Standby Controls 
Expected at Next Congress 


A new drive to. give the White House 
standby authority to invoke emergency 
price, wage and credit controls in event 
of a national emergency will be made when 
Congress meets in January. 

The Defense Production Act, basic law 
giving government production and distri- 
bution authority, will have to be renewed 
by next June 30. At present the law con 
tains only powers for the Administration 


THE JEWELERS’ CIRCULAR-KEYSTONE 











1 the 
f the 
berly, 


nh St., 
1 way 
ged a 
’ and 
Tians, 
luring 
cused 
owing 
ntless 


store 
, died 
welry 
ember 
Phila. 

The 
at its 
; and 
verent 
ry his 
busi- 
isters, 
r the 
insert 
ovem- 
ia In- 
brand 
stores, 
bined 
d Mr. 
t this 
news: 
» tele. 
dule.” 
tising 
vities, 
istmas 
crease 


Road, 
odern 
place 
ndows 

store 

can’t 
wners. 
| nov: 
yf the 


ise in 


trols 


House 
‘gency 
event 
when 


c law 
distri- 
newed 
y con: 
ration 


TONE 











to allocate scarce materials and establish 
a defense stockpile. 

A number of congressmen are planning 
to press for restoration of powers once 
contained in the act which would give 
the President authority to invoke a 90-day 
freeze over prices, wages and credit. 
Specific laws to carry out such a freeze, 
and legislation to turn the standby freeze 
into a permanent controls program, have 
already been drafted. 

A similar move was attempted two years 
ago, but failed when a majority of con- 
gressmen insisted standby authority isn’t 
needed because the lawmakers can act fast 
enough if the need arises. Administration 
mobilization planners are convinced stand- 
by authority is a must. 





Economists Predict ‘55 Sales 
Will Exceed "54's in Some Areas 


Sales in 1955 will be as good as this 
year, better in many areas, economists and 
business leaders are now predicting. They 
base the optimism on several factors, in- 
cluding near record highs in employment 
and personal after-taxes income, and high 
savings. 

Although general business did not turn 
up as high as once hoped, retail trade 
has improved more than manufacturing 
and some other types of business. Personal 
income is running at an annual rate above 
$356 billion, and personal savings are also 
at a near record level. Although unemploy- 
ment hovers near three million, the ex- 
perts are pointing out that employment is 
running at a record high and shows no 
signs of dropping off. 

Helping to offset the effects of unem- 
ployment is the widespread use of unem- 
ployment insurance payments, which means 
that most of those out of work still 
have some money coming in. Much of the 
unemployment is turnover, with most work- 





ers staying out of work less than six weeks. 

Increased competition, caused by the 
discount selling wave, is producing slightly 
better gift items this Christmas, although 
prices generally are remaining fairly 
stable, the U. S. Commerce Department 
reports. This “better value” should also 
tend to loosen many consumers’ pocket- 
books and bring record sales in most 
parts of the country, the department pre- 
dicts. 


Toastmaster Extends Universal 
Contract System to California 


On the first of November, the Toast- 
master Products Division of McGraw Elec- 
tric Co. initiated a universal retailer’s fair 
trade contract system on Toastmaster prod- 
ucts in the state of California. 

Under this plan, distributors will sell 
only to those retailers who have signed a 
price maintenance agreement by which 
they in turn agree to sell Toastmaster 
products at not less than the minimum 
retail price as established under the Cali- 
fornia fair trade law. 

Each retailer is assigned a Toastmaster 
fair trade number which he uses when 
ordering Toastmaster products from his 
distributors. Approximately two years ago 
such a system was placed in operation by 
Toastmaster in the New York metropolitan 
and Northern New Jersey area with excel- 
lent results. This was followed by the in- 
itiation of a similar program in the state 
of Michigan early this year. 

For several years Toastmaster has re- 
quired each distributor in the 45 fair 
trade states to sign a fair trade agree- 
ment establishing a minimum selling price 
for retailers. A notice to this effect is ap- 
plied to all Toastmaster toaster cartons 
which serves as a notice to retailers that 
the wholesale selling prices are covered 
by fair trade as well as the retail prices. 
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Seated on the dais at the banquet were association officers, their wives and guests. They 

are, left to right: Walter Gilbert and Mrs. Gilbert; Myer B. Barr and Mrs. Barr; Miss 

Elaine Cooper; Mrs. and Mr. Edwin Malmed; Samuel Kind I! (behind microphone ready 

to give official greeting) and Mrs. Kind; Mrs. and Mr. A Lester Sauter; Mrs. and Mr. 
Oscar Kind, Jr., and Mrs. and Mr. Francis Haggerty. 


More than 200 members and their guests 

attended the 5th anniversary dinner-dance 
of the Retail Jewelers Association of 
Philadelphia and Eastern Pennsylvania, 
which was held at the Hotel Warwick on 
October 28. 
_ The gala evening started with a recep- 
ton in the Mirror Room and continued 
with dinner in the Grand Ballroom. Louis 
Jagielky, Jr., delivered the invocation and 
diners were welcomed to the affair by 
President Samuel Kind II. A sumptuous 
dinner started with the Warwick’s famous 
shrimp lamaze and concluded with ice 
cream roll and demi-tasse. 
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A floor show came as a surprise to 
many, for original plans had omitted it in 
favor of a longer dancing period. How- 
ever, plans had been made to allow for 
dancing during the meal and before and 
after the floor show. Over 60 door prizes 
were awarded to holders of lucky ducats. 

Committee chairmen responsible for the 
success of the affair included: Joseph 
Simon, chairman of publicity; Ralph Hu- 
berman, executive committee chairman; 
Jack K. Green, door prize committee 
chairman, and Samuel S. Weissman, chair- 
man of the ticket committee. 


AA Striking 
(-ombination 


HAND-MADE FILIGREE 1/20 — 12KT 
HAND-CARVED IMPORTED 
GENUINE IVORY 


Wea, 144 A 


NECKLACES © BRACELETS ® EARRINGS 


Exclusive for fine retail jewelers 


\we AL MR, Py 


204 WESTMINSTER ST MG RHOOE ISLAND 











Precious and Semi-Precious 


STONES 


STAR SAPPHIRES 
WT EMERALDS 
My CAT'S EYES 

RUBIES—SAPPHIRES 
AQUAMARINES 
PERIDOT 
TOURMALINES 
TOPAZ 


AMETHYST 


Unusual Gems 


Memo Selections sent promptly 


ALLAN CAPLAN 


2 West 46th Street New York 36, N. Y. 
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50 Eldridge St., New York 2, N. 
Manufacturers of Gold Filled Crowns 
Complete line including weterproofs 
Sold through Whelesolers & Jobbers 











DIAMONDS 


ANTWERP 
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W.GOTTSMANN 
DIAMONDCLUB ANTWERP ‘Belgium 
AIRMAIL FOR FREE CATALOGUE / 
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| 2508 VINE ST. 
4 CINCINNATI 19, OHIO 











Rhinestone Jewelry made exclusively 
for the jeweler. 


SEND FOR FREE FOLDER! 










































ANTIQUES WANTED 


Genuine Antiques and 
Antique Reproductions 





Stiverware — Gold and plated jewelry — eld 
costume jewelry. Watches—movements—watch 
bands, any kind, any type, in any condition. 
Diamonds—any kind or size. Gem and semi- 
precious stones. Gold Scrap—Platinum—filled 
and plated scrap. No consignment tee large 
or too small. Our check sent immediately. Your 
consignment will be held intact for 16 days, 
subject to your approval of our check. 

References: Whitney National Bank, Morgan 
Branch, New Orleans, La.; National Jewelers 
Boord of Trade; Dun and Bradstreet. 


ANTIN'S 
114 BARONNE STREET, NEW ORLEANS 12, LA. 
Established 1916 

















ALBERT S. SMYTH CO. 


DIAMONDS-WATCHES 
e JEWELRY © 


5S HOPKINS PLACE, BALTIMORE, MD. 



























. MIAMI STORE 
25" x 55° 
In best location for a jeweler. Will divide. 
Contact: 


DONALD S. LAVIGNE 
29 S. E. 1st Avenue Miami, Fla. 
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4 W. W. Tyler and K. H. Webster have 
opened Tyler-Webster Jewelers at 309 
Franklin St., Tampa, Fla. Mr. Webster, a 
veteran of 10 years’ experience in the 
jewelry and watch repair business, is man- 
ager of the new store. Mr. Tyler has 
been active in the jewelry and watch re- 
pair business in Tampa for a number of 
years. 

4q As part of an expansion program, Gor- 
don’s Quality Jewelers have opened their 
third store in the Dallas, Tex., area at 153 
Southeast Shopping Center, Pleasant 
Grove. Gene Epstein is manager of the 
new unit, 

q R. C. Humpbhreville has been elected 
president of the Moore-DeGrazier Co., Inc., 
wholesale jewelers of Dallas, Texas. He 
succeeds Charles A. Moore who retired 
recently. Mr. Humphreville has been vice 
president of the company for 28 years. 
He joined the firm in 1921 and also served 
three years as secretary. 

q William G. Young, vice president and 
general manager of the Mermod-Jaccard- 
King Jewelry Co. since 1948, has been 
elected president of the St. Louis (Mo.) 
firm. He succeeds Frank M. Mayfield, who 
was elected board chairman. Other officers 
elected are Laurence E. Mallinckrodt and 
Jerome F. Bernoudy, vice presidents; 
Frank M. Mayfield, Jr., secretary, and 
Paul H. Young, treasurer. 

q Veteran employees were presented with 
service pins by Perel & Lowenstein, Inc., 
well-known Southern jewelers, at a recep- 
tion and banquet celebrating the firm’s 
65th anniversary. The affair was held on 
October 27 at the Hotel Gayoso in Mem- 
phis. W. P. Lowenstein, president, cut the 
huge anniversary cake. Brief talks were 
given by Philip Perel, vice president; 
Russell Perel, vice president; E. A. Pon- 
tius, secretary-treasurer, and Harry Levitch, 
branch store supervisor. More than 150 
employees attended the event, represent- 
ing the main store at 144 S. Main St., 
Memphis, Tenn., and managers and em- 
ployees of branch stores in Jackson, 
Tenn.; Mayfield, Ky.; Jonesboro, Ark.; 
and the newest in the Lamar Airways 
Shopping Center. 





Baltimore-Washington News 


q Jerrold Glass, who formerly conducted 
a shop at 918 F St., N.W., Washington, 
D. C., is now located at 11419 Georgia Ave. 
in Wheaton, Md. He operates his estab- 
lishment under the trade name of Jerrold’s 
and carries a comprehensive line of 
watches, jewelry, silverware and gift items. 
Mr. Glass is a qualified watchmaker and 
at one time was employed in the assembly 
research department of the Hamilton 
Watch Co. Mrs. Glass assists him in the 
management of the store. 

q Richard Erlanger (S. & N. Katz, Inc.), 
who is chairman of the program and en- 
tertainment committee of the Jewelers As- 
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sociation of Balt'more, announced that the 

organization’s annual dinner-dance will be 

held on March 9th in the main ballroom 

of the Emerson Hotel, Baltimore. A gala 

evening is planned and top-flight entertain. 

ment has been secured for the event. 

q Twelve teams comprise the entr'es jp 

the Washington Jewelers Bowling League, 

P. R. Barber (College Park Watch Shop) 

is president; M. Schwartz (Kahn-Oppen. 

heimer) is secretary treasurer, and Leo 

Sobel (Harvey Jewelers) is vice president, 

Henry Messinger (Eugene Sobel Co.) js 

immediate past president. 

q Charles J. Anderson, a graduate gemolo. 

gist, who was formerly connected with the 

C. J. Doederlein Co., 320 N. Charles St, 

has opened a new jewelry shop at 119 YW, 

Saratoga St. in Baltimore. 

q.A fine wrist watch valued at $100 was 
given as a gift in the name of the Jewelers 

Association of Baltimore as first prize in a 
slogan contest inspired by the current Red 
Cross and Community Chest appeal. 

q The Lakein Jewelry Co., which opened 
its branch store at 5400 Hartford Road, 
Baltimore, in May, 1934, renovated its 
premises completely and staged a grand 
re-opening on November 4, 5 and 6. Ladies 
who attended the opening received orch‘ds 
as a memento of the occasion. As a result 
of the improvements, the store was en- 
larged about 35 per cent, the interior was 
completely remodeled featuring attractive 
paint combinations as well as new fluores. 
cent lighting. Further enhancing the ap- 
pearance of the store ‘s an all-new front.’ 
Sam Lakein manages the establishment 
while David R. Lakein operates the main 
store at 515 S. Broadway. The Lakein 
Jewelry Co. was established 41 years ago. 
q Officers of the Jewelers Bowling League 
of Baltimore are as follows: President, 
John Evans (Prince Jewelers) ; Vice Presi- 
dent, August Beck (Beck Jewelers) ; Sec: 
retary-Treasurer, Harry Bachman, and As- 
sistant Secretary-Treasurer, Ed Grahe. 

q John M. Wise, gemologist and lapidary 
of 108 W. Fayette St., Baltimore, was 
elected vice president of the American 
Gemological Association recently. The a 
sociation, which headquarters in Wash- 
ington, named other officers as follows: 
President, Harry L. Woodruff, Secretary, 
Neal H. Guffey, and Treasurer, B. J. 
Chromy. 

4q David R. Lakein, president of the Mary: 
land-Delaware-District of Columbia Jewel- 
ers Association, -announced that the or 
ganization has launched a membership 
drive for new and renewal members. A 
contest to spur the event was conducted 
in which wholesalers and _ distributors 
salesmen vied for awards. Contest judges 
were listed as follows: Edward G. Kibler, 
chairman of the membership committee, 
and Benjamin Blanken and John H. Fet- 
ting, Jr., treasurer and secretary respec 
tively of the organization. 
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One-Stop Providence Jewelry Showing 


Chalks Up Record Wholesaler Attendance 


A record number of wholesalers and 
jobbers were attracted to Providence No- 
vember 7 to 19 for the United Jewelry 
Showing of spring jewelry lines at the 
Sheraton-Biltmore Hotel. 

The previous November showings had 
attracted up to 600 buyers, but the show 
this year—sponsored unitedly by the in- 
dustry as a whole—counted more than 500 
in the first week. 

Exhibits were on five floors of the hotel 
and represented 323 manufacturers. Buy- 
ers were from every state in the nation 
and from Puerto Rico, Mexico, Canada and 
other distant points. 

The United Showing accomplished the 
objectives it set for itself, according to 
reports from both the manufacturers and 
the buyers. 

One representative of a Providence con- 
cern, for instance, said she had been sell- 
ing her line to wholesalers who had never 
carried her merchandise before. 





The registration desk in the lobby of the Sheraton-Biltmore Hotel was staffed by 
help during rush periods to avoid needless delays. Information was also available there | 





| 


in the group wrote dur'ng the first three 
days 50 per cent of he total written last 
November, and surpassed last year’s fig- 
ures long before the end of the event. 

Noted was an increase in the number 
of well-designed lines, reflecting the add- 
ing of competent designers by a number 
of firms. 

It was apparent that the emphasis on 
60-inch bead strands—universally known 
as ropes—will carry over into the sprng. 

Manufacturers lines, however, displayed 
a question regarding how long the rope 
fad will last. The consensus was that it 
will be a volume item at least until Easter. 

The manufacturer was prepared for a 
shift away from ropes, however, and 
showed many colorful and highly attrac- 
tive bead items, open-end lJariats and the 
like. 

Apparent on every hand was a trend 
toward plastic beads and ornaments. Many 


interesting cut-off beads and ornaments 


extra 


regarding hotel accommodations, train and airline schedules and every facet of the United 
Jewelry Show. 


“I have succeeded in making some new 
contacts this year that I have wanted to 
make for a long time,” she said. 

More than one buyer sa‘d they have dis- 
covered manufacturers with attractive lines 
that they knew nothing about prior to the 
showing. 

A lady, buying for a mid-western whole- 
sale house, said she wouldn’t miss the 
Providence show. “I couldn’t afford to 
miss it,” she added. Her opinion is that 
it affords a splendid assortment of well 
designed, fashion-conscious jewelry. 

The show, however, revealed no general 
trend—except that interest in ropes is still 
very much alive. 

_ As has been apparent in previous show- 
Ings the lines that were outstandingly de- 
signed attracted substantial orders. Sev- 
eral firms in this category report that 
business was on a par with last year. One 
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were shown in a wide variety of colors and | 


in an almost endless assortment of shapes. 

Tailored merchandise, staple lines and 
gold-filled merchandise came in for a 
good volume of order taking during the 
show. It was predominantly a display of 
low and medium-priced goods—commonly 
called costume jewelry—but the interest 
in the staples and higher priced jewelry 
was noticeable. 

A show directory was presented each 
buyer. It contained the list of manufac- 
turers represented, their location and a 
description of the types of merchandise 
they manufactured. 

In addition to the alphabetical directory, 
the exhibitors on each floor were also 
listed. 

Governor Dennis J. Roberts of Rhode 
Island had proclaimed the period Jewelry 
Buyers Weeks. 








Past Master 
RING 


of Distinctive Design 


Cntedl by Gran 





THis New Past Master Rinc is made 
in the exclusive design and fine work- 
manship representative of the GRAN 
line of emblem jewelry. It has substan- 
tial weight for diamond setting or may 
be had with a gold moonface, in either 


10K or 14K gold. 


As a companion piece 
this attractive P.M. 
Charm may be had in 
either white or yellow 
gold with a genuine 
Moonstone face in the 
center. It .is moder- 





ately priced. 


Your inquiry will receive prompt attention. 


GRAN and COMPANY, Inc. 
546 S. Meridian St. © Indianapolis 25, Ind. 














WHAT HAVE YOU TO SELL? 


ATTENTION 
MANUFACTURERS, 
IMPORTERS, ETC. 


If you are interested in having your line 
and your firm efficiently represented in 
the Great Southwest—Texas, Louisiana, 
Oklahoma, ete.—for next year, contact 
me at address as indicated below. | main- 
tain residence and office in Dallas, Texas. 
| have been covering this territory for 
many years, and command a great per- 
sonal and loyal following among the top 
notch, retail and wholesale jewelers in this 
area. | am interested in Top, Major 
League lines only. Watches, Diamonds, 
loose or mounted; costume jewelry; watch 
attachments, etc. Write, wire or phone 


MILTON M. EPSTEIN 


6510 DEL NORTE LANE, DALLAS, TEXAS 
EMERSON, 5542 
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“You can phone 24 hours a day” 
‘Until Christmas 


“FRanklin 2-2928" 


"Whether you have a call for a mar- 
quise, an emerald cut or a round dia- 
mond, any size, loose or mounted— 
phone FRanklin 2-2928 any time of day 
or night. Your memo will be on the 
plane within a few hours." 


Leo Pevsner & Co., Diamonds 
5 South Wabash Avenue 
Chicago 3, Hlinois 































IN HEADQUARTERS 
=: for Nationally 
Known Lines 


Now in our own building with Greater 
Facilities for Better Service 


ov: 


SESSIONS WATERMAN EVANS 

U S TIME SPEIDEL SCHICK 
SEMCA GEMCO WESTINGHOUSE 
TELECHRON HAYWARD 

INGRAHAM LATAUSCA DORMEYER 
VULCAIN REMINGTON OSTER 

ULYSSE NARDIN ALVIN TRAVELER 


TWILIGHT STAR DIAMOND RINGS 
and Many Others 


Catalog Twice Yearly ® Ask for Yours Today 
JOSEPH HAGN COMPANY 


Wholesalers Since 1911 
325 West Madison Street, Chicago 6, Illinois 




















Want 
quality at 


a SAVINGS? 
then sy OF 


“SECURITY” MAINSPRINGS 


© QUALITY 
for © FINE WORKMANSHIP 
© BEST SWEDISH STEEL 


ORDER FROM YOUR JOBBERS TODAY! 


THE NEWALL MFG. CO. 
CHICAGO 2, ILLINOIS 



























WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 





603 Metropolitan Bidg., Detroit 26, Mich. 

















wie Rain 


Our work costs no more 
than ordinary work e 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 
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q After a two-week stay in a Chicago hos- 
pital, Ben Troup, midwest representative 
for Kestenman Bros Mfg. Co., has gone 
to Boston, Mass., where he has entered a 
hospital for treatment. Mrs. Troup accom- 
panied her husband and will remain in 
Boston to be near Ben during his hos- 
pitalization. His many friends in the in- 
dustry are wishing Ben a speedy recovery. 
q Mr. and Mrs. Mitchell J. Dimand, Gaines 
& Gaines, Inc., 5 N. Wabash Ave., left 
for New York and Providence on Novem- 
ber 15 on another of their frequent buy- 
ing trips. They plan to remain in the east 
for about two weeks. 

q M. M. Schur, Van Schyndle, Inc., 36 S. 
State St., is back from an extensive buy- 
ing trip to the New York and Providence 
markets. He reports that he has brought 
back the most lavish and most extensive 
line that the company has ever stocked. 
His son, Neil, was glad to see dad come 
back thus relieving him of his office re- 
sponsibilities and enabling Neil to con- 
centrate on the task of moving his family 
into their new home in Skokie. Neil is 
planning to have an open house party in 
the new home sometime in December to 
which all his friends in the industry will 
be cordially invited. 

q The Illinois Watchmakers Association 
and the Midwest Chapter of the National 
Association of Watch & Clock Collectors 
held a joint meeting in their quarters at 
the Blue Note on Tuesday night, October 
19. A good attendance was recorded and 
the meeting featured a talk on “The Wal- 
tham Story” during which the early his- 
tory and background of that famous Amer- 
ican watch company was explored. 

4q Bernard Zell and Robert Groya, Jacoby- 
Bender, Inc., 29 E. Madison St., left for 
New York on November 21 to attend the 
company’s sales meeting. The week-long 
conference was held in the new factory 
located in Woodside, L. I. An attractive 
new line of watch bracelets for 1955 was 
previewed. 

q The Golden Roosters of Chicago elected 
new officers for the coming year at their 
fall stag dinner held in the Morrison Hotel 
on November 11. Named to lead the flock 








gl 
New officers of the Golden Roosters of 
Chicago are, from left to right: A. C. 
Wilson, scratcher; George Engelhard, chan- 
ticleer, and Melvin L. Goldman, keeper of 
the nestegg. 














CHICAGO 


for the coming year were George Engel- 
hard, chanticleer; Melvin L. Goldman, 
keeper-of-the-nestegg; and A. C. (Dog) 
Wilson, scratcher. The diners were enter. 
tained by the band of the Division Street 
YMCA Summer Boys’ camp to which 
worthy cause the Golden Roosters cop. 
tribute each year. 

4q The oldest pensioner of the Elgin Ng. 
tional Watch Co., Edward D. Cooke, 
passed away October 31 at the age of 95, 
Mr. Cooke had been employed by the 
watch company from 1883 to 1930 when 
he retired. 

q Taking advantage of every possible pro. 
motion and _ publicity opportunity, the 
James H. Napier Co., 36 S. State St,, is 
doing a real job of familiarizing the women 
of America with the beauty and charm 
of the Napier costume jewelry line. The 
company’s example has stimulated equal 
efforts on the part of many of its dealers, 
A recent clever promotion was put on by 
the Ruth Kagen Shop located in Evanston, 
home of Northwestern University. Spon- 
sored by the shop, fashion shows are pre- 
sented in the various sorority houses, fea- 
turing the proper costume jewelry and ac- 
cessories for every outfit. Tea and coffee 
are served the guests and door prizes of 
Napier jewelry are awarded. It all adds 
up to more business for the shop and an 
inexpensive means of getting the name of 
Napier before the young college girls of 
today who will be the social leaders of 
tomorrow. 

q Sara J. Hart, employed as a secretary 
by Don Juan Watch Bands, 29 E. Madison 
St., cashed in on her hobby by winning 
$50 third prize money in a short story 
writing contest held by the Chicago Trib- 
une, November 6. 

4 Mrs. Genevieve Loeb, Sidney Rudnick 
and Robert Crosswhite, buyers of cos 
tume, staple and men’s jewelry for Pakula 
& Co., 218 S. Wabash Ave., are on a two- 
week buying trip in New York in prepara- 
tion for the company’s new spring line. 

4 Marks Bros. Jewelers, 146 N. State St, 
are completing plans for the celebration 
of the first anniversary of their two stores 
at 6330 S. Halsted and 4101 W. Madison. 
4 Joe Goldstone, Imperial Pearl Syndi- 
cate, 5 N. Wabash Ave., presided at the 
golden anniversary dinner of the Chicago 
Chapter of the Denver Tuberculosis Sani 
tarium held in the Sherman Hotel on No- 
vember 7. More than $50,000 was raised 
for the support of the sanitarium at the 
dinner which was attended by more than 
a thousand persons, among whom were 4 
great many members of the jewelry indus 
try. Mr. Goldstone, by the way, is cur 
rently president of the Chicago Chapter. 
Among the many thousands of foreign 
born residents of the United States who 
received their final citizenship papers 10 
a country-wide mass naturalization cere: 
mony on November 11, “Veterans’ Day, 
was Kansiti Muira of Imperial’s staff of 
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pearl experts. Mr. Muira came to this 
country in 1938 and obviously plans to 
remain here. 


4 Chicagoland retail jewelers (and their 
progeny) boast many accomplishments be- 
yond the area of the jewelry industry, but 
few can match this one for unusualness. 
Mr. and Mrs. Arthur Retzel of Retzel 
Jewelers, Hinsdale, have developed their 
hobby of show horses to an outstanding 
degree. They are the owners of a beau- 
tiful, prize winning show horse, “Happy 
Talk,” a five-year-old, three-gaited chest- 
nut mare that has won many ribbons and 
prizes at shows throughout the midwest. 
Their 18-year-old daughter, Myra Retzel, 
an excellent horsewoman, usually shows 
the horse at the various contests. This 
year she won the open stake prize at the 
Wheaton-Oakbrook contest in Hinsdale; 
placed first in the ladies’ class at Sand- 
wich, took second and fourth place rib- 
bons at the Springfield Fair and also 
placed at the Indianapolis Show. The Ret- 
zels have entered the mare in the Inter- 
national Horse Show to be |.eld in Chicago 
with Mr. Retzel in the saddle to do the 
honors. 


Juergens & Andersen Co. 
Observes 100th Anniversary 


Juergens & Andersen Co., 55 E. Wash- 
ington St., Chicago, Ill., is celebrating the 
100th anniversary of the establishment of 
the business. 


Migrating to this city from Oldenburg, 
Denmark, Frederic Juergens and his son, 
Paul, 18, both expert gold and_ silver- 
smiths, opened their shop at 77 Lake St. 
in September of 1854. Three years later 
a friend, Sebastian Andersen, who had 
received his training in Germany, was 
made a partner and the firm became Juer- 
gens & Andersen, as it is today. 


In 1871 the Chicago fire wiped out 
their little shop and the firm moved inte 
a building at the corner of State and 
Madison. In 1898 they again moved, to 
the Stewart Building at the corner of 





State and Washington, and in 1927 occu- 
pied their present quarters in the Pitts- 
field Building. 

Paul Juergens, the founder, died in 1909, 
and his son, H. Paul Juergens, with the 
firm for 57 years, is president. Richard 
L. Kennaly, who has been with the organi- 
zation close to 50 years, is vice-president. 
Paul C. Reitz, treasurer, is a grandson of 
the first Paul Juergens and has been with 
the firm more than 40 years. Richard K. 
Juergens, secretary and son of the current 
president, represents the fourth generation 
in the firm. 

A most unique feature of the jewelry 
firm of Juergens & Andersen is the fact 
that they still maintain the tradition of 
the founders in that they are gold and 
platinumsmiths. A majority of the items 
they sell are individual creations, prepared 
from designs submitted to the client. The 
company is one of the largest American 
importers of genuine Persian Gulf pearls. 
This is due to their origination of the 
Add-A-Pearl necklace plan of which they 
are the sole producers and distributors. 
There are approximately 1500 authorized 
dealers in the plan which involves the im- 
portation of more than a quarter million 
genuine pearls each year. 





Rosenberger Accepts Post 
In Federation Fund Drive 


Gerald E. Rosenberger, of Coro, Inc., 
has accepted the chairmansh‘p of the Cos- 


tume Jewelry Division of the Federation | 


of Jewish Philanthropies of New York. 

The division’s campaign was to be cli- 
maxed by an industry-wide dinner on No- 
vember 23 at the Waldorf. 


The division’s associate chairmen are: 
Sidney S. Cohen (Elco Identification 
Bracelet Co.), Alex Dannenberg (Novel 
Products Co.), Milton J. Heller (L. Heller 
& Son, Inc.), Louis Kramer (Kramer 
Jewelry Creations), Ernest Lowenstein 
(Ernest Lowenstein, Inc.), William Rand 
(William Rand, Inc.), Murray Rothenberg 
(Monocraft Products Co.) and Jack Rud- 
erman (Kaufman-Ruderman Co., Inc.). 





GOLDSMITH EMPLOYEES PARTICIPATE IN GOLF TOURNEY 






Employees of Goldsmith Bros. Smelting 
& Refining Co., 109 N. Wabash Ave., Chi- 
cago, Ill., are still talking about the won- 
derful time they had at the company’s 
annual golf tournament at Hickory Hills 
Country Club in September. The affair 
started early in the morning and ran 
through most of the day, including lunch 
and awarding of the prizes. 

The individual championship crown was 
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decided only after a real photo finish. 
Ellis Wilkinson, Herb Sher and Al Wahlen 
reached the 17th hole all even, and on 
the 18th green Ellis Wilkinson holed the 
putt which gave him the match and the 
possession of the beautiful Goldsmith tro- 
phy for one year. The trophy, a large 
sterling silver vase, must be won three 
times before an individual can take per- 
manent possession. 











GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE. PITTSBURGH 














WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, ili. 
Students may enroll at any time of the yea 
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“The House of Friendly Service” 


WATCH MATERIALS AND 
JEWELERS’ SUPPLIES 


First & Washington, Springfield, Ill. 
ASK FOR “FAMOUS BRANDS BOOK” 


FREE counter sates 200% 














EMCO SILVERCASE 


lined with tarnish-preventive Paelfie Silver Cloth. 
Retails at only $3.95. Holds 56 pes flatware. Ex- 
cellent for starter sets. 


EUREKA MFG. CO., INC., Taunton, Mass. 


Makers ef rolls, bags, cases and chests for silverware 
sinee 1926. Write for descriptive leaflets and price list. 


























Cdwin reed inc. 


JEWEINY 
DISPLAy 


14 West 23 St., N.Y. 10, N. Y. Pt 






Free! 32-page catalog of new 
jewelry window and store 
displays, fixtures, show case 
trims! Everything at low, low 
prices! Write or phone... 


WAtkins 4-6422 
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FINEST QUALITY 








Will Ecker’s Genuine Engraved 
Wedding Invitations and Accessories 
“More Costly Because They Are More Costly” 










Since 1913, the finest that can be made 
and sold by leading jewelers from coast 






to coast. Distinctive order-taking sample 






book furnished to jewelers whocan qualify 






in cities where a dealership is vacant. 









Write today if you sell fine merchandise. 


WILL ECKER & CO. 
414 N. TWELFTH BLVD. 
$T. LOUIS 1, MO. 
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THE GERWE BROWN CO. 
CINCINNATI : DALLAS 





















SCHIRA BROS. 
PLATINUMSMITHS—DIAMOND IMPORTERS 
Manufacturers of exclusive Jewelry 

LOOSE AND MOUNTED GOODS 

MEMORANDUMS GLADLY SUBMITTED 


434 ELM ST. CINCINNATI, O. 











Exclusive Distributor of 

“MISS VANITY” JEWELRY 

Our service is beyond 
compare 


Distributors of Nationally Known Lines. 
THE D. JACOBS SONS CO. 


WHOLESALE JEWELERS SINCE 1873 
325 E. Central Parkway, Cincinnati, 


You Can Buy With Confidence From 
The Wallenstein-Mayer Co. 


Division of Harry Greenwold Co. 
31 E. Fourth St., Cincinnati 2, O. 
Distributors of Nationally-Known 


Ohio 

















DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 


52 years of SERVICE PLUS 


Write for our new 
1955 Catalogue 











| President 


q The offices of virtually all local manu- 
facturers and wholesalers were remaining 
open evenings and weekends during late 
November and December for the accom- 
modation of retailers, and the early volume 
of business has indicated that this will 
be a very successful holiday season for 
the industry throughout the midwest and 
south. 

q A new, comprehensive constitution and 
by-laws of the Cincinnati 24 Karat Club, 
compiled by a committee headed by Ed- 
ward Herschede, Jr., retailer, was ap- 
proved with several minor changes at a 
luncheon meeting on October 29 in the 
Cincinnati Club. Under the new setup, 
the board of 11 directors will include 
three manufacturers, three wholesalers, 
four retailers and one watchmaker, with 
the officers being members of the board. 
The annual meeting and election of di- 
rectors will be held each January, and 
provision also is made for appointment 
by the board of an executive manager 
who is not active in the industry. With 
150 present members, the goal is 400 
members, President H. R. Haerr  an- 
nounced at the meeting. 

q Arrangements for the annual meeting 
and election of officers of the Cincinnati 
Wholesale and Manufacturing Jewelers 
Association were made at a meeting of 
directors in late November, at which a 
nominating committee was appointed by 
Sam Silverman. 

q November business and sales trips were 


| made by William Jacobs, Al Wehry, Ches- 


ter Stroud and Norbert T. Muhar of D. 


Jacobs Sons Co., wholesalers, 325 E. 
Central Parkway; Eugene Swigart of 
E. & J. Swigart Co., jewelers’ supplies, 


34 W. Sixth St.; Joseph Faigle of Joseph 
Faigle & Sons, manufacturers, 2219 Quebec 
Road, and John Schira, Jr., of Schira 
Brothers, manufacturers, 434 Elm St. 

q Al Kovac of the Flanagan-Kovac Co., 
wholesalers, Enquirer Building, and R. J. 
Frommeyer of Klein Brothers, wholesalers, 
626 Vine St., attended the late November 
shows in New York and Providence, while 
Algert Schechter of Algert Jewelry Co., 
wholesalers, 413 Race St., attended the 
show in Atlanta, Ga. 

q Eugene Swigart, president; Charles 
Braun, general manager, and W. H. Ford, 
sales representative, of the E. & J. Swigart 


| Co., jewelers’ supplies, 34 W. Sixth St., 
| attended the Watchmakers Convention at 





Indianapolis, Ind. 

q The 1955 catalog of the Harry Green- 
wold Co. and its Wallenstein-Mayer Divi- 
sion, wholesalers at 31 E. Fourth St., was 
distributed to the trade in November. 

q George E. Brown of the Gerwe Brown 
Co., wholesalers at 817 Main St., and his 
wife, son and daughter attended the Notre 
Dame-Michigan State football game in 
South Bend, Ind. 

q John C. Gauche, father of Robert T. 
Gauche of the Gerwe Brown Co., died 
October 18, and Edward A. Mouch, brother 
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of Karl Mouch, retailer, died October 6, 
q Recent business visitors here included 
Donald E. Perry of Ashland, Mass., clock 
sales manager, Telechron Department, 
General Electric Co., and Ed Utz of the 
Westclox Division of the General Time 
Instruments Corp. 

q Irvin Miller of the Chic Leather Goods 
Manufacturing Co., 817 Main St. and 
Miss Virginia May were married on Novem. 
ber 11. 

q Adolph Simon, retailer, and his wife, 
observed their 25th wedding anniversary 
on October 21. 





Customs Paper Work Cut on 
All Imports Up to $500 


New Customs Bureau regulations reduce 
the number of documents required of im- 
porters and permit all imports up to $500 
to come into this country without a certj- 
fied invoice. 

Value of shipments exempted from cer- 
tified invoice requirements when not im- 
ported for sale has been increased to 
$1,000. The foreign manufacturer pays 
a consular fee of $2.50 to have an invoice 
certified when one is required. 

A new edition of the customs regula- 
tions booklet has been issued by the Cus- 
toms Bureau, bringing up to date the often 
complicated rules. It is available for $3.50 
a copy from the Superintendent of Docu- 
ments, Washington 25, D. C. 





Brand Names Poundation Extends 
Closing Date for Competition 


The “closing date” for filing entries in 
the annual competition sponsored by the 
Brand Names Foundation has been ex- 
tended until January 17, 1955. The orig- 
inal deadline for filing entry forms was 
December 3, 1954. 

Five retail jewelry stores will be among 
the 125 firms to receive Brand Name Re- 
tailer-of-the-Year Awards at next April's 
Brand Names Day Dinner in New York 
City. The awards will honor merchants in 
25 fields of retailing for outstanding pres- 
entation of manufacturers’ advertised 
brands during 1954. 

There is no cost or fee for a retail firm 
to file an entry. All that is necessary is 
the filing of a completed entry form on 
which the firm describes its past, current 
and future advertising and promotion on 
brand themes. No samples, tearsheets, 
scripts or window photos are required 
with the entry form. 

Entries will be “screened by a committee 
named by the Foundation. Those firms 
whose entry forms show thorough and 
vigorous brand-name activity all year long 
will be named finalists in their categories. 
Finalists will be asked to submit detailed 
presentations containing direct mail sam 
ples, tearsheets and window photos. It is 
from these presentations that the winners 
will be picked. 
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Census Data to Reach Jewelers 
Soon After It is Compiled 


Stepped-up schedules at the U. S. Census 


Bureau will put important information 
from this year’s censuses of retailing, 
manufacturing, agriculture and mining 


into the hands of jewelry dealers soon 
after it is compiled. 

Robert W. Burgess, Census Bureau di- 
rector, says that timetables have been ar- 
ranged so that data most important to 
businessmen will be received without de- 
lay. While it will be over two years before 
complete results of the censuses are pub- 
lished as a unit, fragmentary tabulat‘ons 
will begin coming out in about a year. 

First to be taken is the census of agri- 
culture. This project will provide valuable 
information to manufacturers, wholesalers, 
dealers and distributors who annually sell 
more than $20 billion worth of goods to 
residents of the nation’s five million farms. 
Results are helpful in determining needs 
for new products; predicting sales and 
marketing trends; selecting products for 
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ROSE JEWELERS OPEN TENTH STORE IN DEARBORN 


markets and areas; establishing sales dis- 
tricts, routes and quotas; checking dealer 
performance, and planning expansion pro- 
grams. 

Jewelry stores and other retail establish- 
ments will be asked early next year to 
fill out a form showing their type of or- 
ganization; employment and payrolls; in- 
ventories; annual sales or rece!pts, and 
percentages of credit sales. It will be a 
mail canvass with firms asked to file their 
records within 30 days in order to expedite 
publication. Replies are strictly confiden- 
tial. 


AGS Occupies Larger Offices 


The American Gem Society has moved 
to larger quarters in the building it occu- 
pies presently. 

Half again as big as its previous offices, 
the increased space permits an expanded 
and more flexible operation. As it has 
been for the past six years, the Society’s 
address is still 3142 Wilshire Blvd., Los 
Angeles 5, Calif. 





Rose Jewelers tenth and” newest store in Dearborn, Mich., features modern showcases in 
natural woods. As shown in the photo above, the new establishment has flush-to-ceiling 
lighting and a smart, ultra-modern interior. 


Emil Rose, president of Rose Jewelers, 
one of Detroit’s largest jewelry firms, an- 
nounced recently an important addition to 
his organization. 

It is the addition of Rose’s tenth and 
largest store located in the giant Michigan- 


Schaefer Shopping Center, Dearborn, 
Mich, 
The new establishment has two en- 


trances—one from the street and one from 
a parking lot which adjoins the building 
in wh‘ch the store is located. Selling dis- 
plays are featured at both entrances. 

The new store is done in soft pastel 
colors, with flush-to-ceiling lighting, and 
modern showcases in natural woods. 

It was stated that advertising, particu- 
larly television-wise, has been a substantial 
factor in placing Rose close to the top of 
the sales ladder in the jewelry field. 

Rose’s “Motion Picture Academy” has 
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been telecast in Detroit longer than any 
other regularly scheduled commercial pro- 
gram, and sales pull from this program 
has been exceptional. 

To augment its already substantial use 
of telev'sion, Rose Jewelers became the 
first client of CKLW-TV in Windsor, On- 
tario, across the river from Detroit, when 
it recently inaugurated programming. Rose 


negotiated a contract with this station 
that will run for two years and four 


months for a minimum of six hours per 
week. 

In an attempt to solve the problem of 
securing an audience against network com- 
petition, Rose will play his pictures three 
times a week in several different time seg- 
ments, thus giving the potential audience 
an opportunity to see their favorite net- 
work programs, and the top quality films 
Rose will sponsor. 











NOW size ALL rings 


keep inventory low 





NEW 
HERMES 
STANDARD 
RING 
SIZER 


Expanding mandrel for rings from 
size 1 to 15. Reducing die features 
16 sizing holes. Can’t scratch or mar 
$99.50 


plain rings. 


NEW 
HERMES 
STONE 
RING 
SIZER 





Enlarges any stone ring safely with- 
out touching stone or mounting. 
Eliminates all cutting and soldering. 
$69 


Simple, fast operation. 


Time Payments 
Send for literature 


New Hermes Engraving Machine Corp. 


New York 3, N.Y. 


13-19 University PIl., 














For Fast Dependable 
Economical 


WATCH REPAIRING 


Send your work to 


Cooper's Watch Repair Co. 


48 West 48 Street, New York 36, N. Y. 
PLeza 7-1740 
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PRESENTATION 
DIAMOND LOUPE 





THE IDEAL XMAS GIFT 10 
DIAMOND & JEWELRY EXECUTIVES 


@ 14 KARAT GOLD 


@ 10 POWER HASTINGS 
TRIPLET LENS, B.&L. 


@ DUST-PROOF 


@ 25°, SMALLER THAN 
CHROME LOUPE 


@ 10%, LARGER FIELD 
OF VISION 


A LIFE-LONG GIFT FOR 
ONLY 38>° WHOLESALE 


MANUFACTURED ONLY BY 


SOUTHERN JEWELRY CO. 


325 ALAMO PLAZA 
SAN ANTONIO, TEXAS 














JUST OUT—FOR PROFITS! 


Latest catalogue of famous NASTRIX 
Watches. EXCITING NEW STYLES 
— Exceptionally beautiful 14 karat 
goldplated finish. 17 Jewel movements. 
(Except military type watches.) All 
movements standard AS970, 984, 
1002, 1194, and FONT 60— Fully 
Guaranteed. Gold filled, nationally 
advertised attachments—Mats avail- 
able on request. 


Write for Your Free Copy Today!! 


Remember our COMPLETE REPAIR 
SERVICE (Fast — Dependable — 
Economical) for all modern and an- 
tique watches, clocks, jewelry. We re- 
pair cameras and binoculars also. 


MODERN TECHNICAL SUPPLY CO. 


Dept. 10 JCK, 55 West 42nd St. 
New York 36, N. Y. 











Chatham Emeralds 


REGISTERED U.S. PATENT OFFICE 
Manufactured Exclusively by 
Chatham Research Laboratories 
70—i4th St., San Francisco 3, California 
The Only Man-Made Emeralds 
Available in the World 











Tarnish-Preventive 


SILVERWARE CHESTS 


lined with Pacific Silver Cloth 
Finest Quality Fully Guaranteed 
send for illustrations and price list 


EUREKA MFG. CO., INC., Taunton, Mass. 


Makers of Silverware Protection—Rolls, Bags, Cases 
and Chests Sinee 1926. 
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q The James A. Appfel Co. moved recently 
from 220 West Fifth St. to 448 South Hill 
St., Los Angeles. 

q The Kirk Dial Corp. has opened a 
downtown sales office at 325 West Fifth 
St., Los Angeles. 

q Broder, Marks Co. has expanded its fa- 
cilities at 448 South Hill St., Los Angeles. 
The firm now occupies suite 402 as well 
as 401. George Gallup was recently ap- 
pointed to represent the firm through the 
territories of Oregon, Washington and 
Idaho. Earl Smit was showing the new 
fail lines in Arizona and New Mexico. 

q Jack Vail recently opened a new store 
at 1235 South Baldwin Ave., West Ar- 
cadia. Mr. Vail is also the owner and op- 
erator of Vail’s Jewelers at 50 E. Hunt- 
ingdon Drive, Arcadia. The new store will 
go under the same name. 

q Members of the trade were saddened 
by the recent death of Miss Marie Louise 
Clough, secretary and associate for 27 
years of Max Strasburg of Strasburg’s of 
Hollywood, 6636 Hollywood Blvd. Miss 
Clough had been ill since June 1953. Well 
known in the jewelry trade, Miss Clough 
was respected and well liked by all who 
knew her. 

q Courtenay G. Johnson recently moved 
his jewelry store from Tarzana to 7130 
Reseda Blvd., Reseda. The new store has 
over three times the space of the former 
store. 

q Philip Naftaly, 461 Market St. San 
Francisco, reported that he expects to have 
his complete lines of new designs by the 
end of the vear and in January will beg'n 
coverage of his territory which extends 
from Denver west. 

q The E. W. Reynolds Co. announced the 
promotion of Jack Hogan to represent the 
Princess Diamond Ring Division of the 
firm working out of the firm’s San Fran- 
cisco headquarters at 657 Mission St. All 
of his sales and service efforts will now 
be confined to offering Princess diamond 
merchandise. Princess Diamonds offer an 
insurance feature, with a replacement 
guarantee. The Princess line, E. W. Reyn- 
olds Co. announces, will now be supple- 
mented by the new Ready-Set Diamond 
Ring Merchandising Plan. Well-known to 
the trade throughout California, Mr. Hogan 
is current first vice-president of the Golden 
Nuggets. 

q Felix Buonaventura, 830 Market St., San 
Francisco, returned from a sales trip to 
Los Angeles and San Diego to introduce 
the new Kiefer “Expandro” watchband 
line in Southern California. He recently 
became exclusive distributor of this line 
in California, Colorado and Texas. 

q Tuesday, October 5, was a very special 
and happy day for Bob W. Dressel, 3228 
Anza St., San Francisco, and all the trade 
extends their congratulations. After little 
more than five years living in this country, 
he became a citizen on that day—passing 
his examination without any difficulty. He 
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represents Harold Edison, ring manufae. 
turer of New York. 

q Bob Welin, who formerly operated , 
jewelry store in Walnut Creek, took over 
the watch repair shop of John Sarkisian 
in Room 315, 209 Post St., San Francisco, 
Mr. Sarkisian entered the armed forces, 
Mr. Welin has been in the watch repair 
business for 32 years. 

q Jack Goodman announced the purchase 
on September 7 of De Lane’s Jewelers, 
1212 Washington St., Oakland. Mr. Good: 
man was formerly manager of this firm 
for the past three years. Before that he 
was with Brent’s Jewelers and altogether 
has 30 years of experience in the trade, 
Mr. Goodman reports that he plans no 
change in the firm name or policies, but 
he does have plans to increase the facilities 
of the store, enlarging it. With the addi. 
tion of a showroom and sales area in the 
basement of the present store, there will be 
space for additional departments. Promi- 
nent in civic affairs, Mr. Goodman is cur- 
rently a director of the Boys’ Club. 

q A. Sigfried Johnson, importer and 
wholesale distributor of watches, moved to 
new and larger quarters of the Howard 
Building. He is now in Room 420 at 209 
Post St., San Francisco. 

q William G. Vlahos opened the Diamond 
and Jewelry Mart at 33 Grant Ave., San 
Francisco, on October 1. The store occu- 
pies the former Farber Jeweler location, 
one of the most attractive and distinctive 
in Northern California. Having an excel- 
lent background and knowledge of the dia- 
mond and jewelry business, Mr. Vlahos 
was employed for eight years with Farber 
Jewelers, in the firm’s estate and diamond 
department. 

q Gensler-Lee store and office managers 
and salespeople recently gathered at the 
Sir Francis Drake Hotel in San Francisco 
for the annual meeting of the firm’s north- 
ern California stores. A similar meeting 
was held in Los Angeles the following 
week. 

q John C. Stump, 85, Los Angeles jewelry 
store proprietor, died November 4. He 
resided at 5547 Barton Ave. Mr. Stump 
leaves his widow, Mabel M.; two daugh- 
ters, Mrs. Esther P. Finch and Mrs. Mary 
M. Fletcher; a son, Dr. Frank T. Stump; 
nine grandchildren and 15  great-grand- 
children. 

4 Members of the trade also mourned the 
passing of Leon (Lezar) Schipper, who 
died early in November. In the oriental 
pearl business, Mr. Schipper had offices in 
Bombay, Shanghai, Hong Kong and Paris. 
His friends here will all miss him. 

4 George Houston, Los Angeles stone 
dealer, has moved to very smart new qual 
ters in the Pershing Square Building. 
Arthur Thomas is now associated with 
him. 

4 Morton Pelzner, of Morton Pelzner Dis- 
plays, San Francisco, was the key speaker 
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at the Arizona Retail Jewelers Association 
convention in October. 

q At the November 7 board meeting of 
the directors of the California Retail 
Jewelers Association, arrangements were 
made for the convention to be held April 
17 and 18 in San Francisco. . Herman 
Siegel and Vern Jolly were named co- 
chairmen. 

4 The Diamond Syndicate of California, 
headed by Gus Farber, formally opened 
its new quarters in Suite 412-414, Mutual 
Bank Building, 704 Market St., San Fran- 
cisco, on October 1. The Syndicate deals 
exclusively in loose diamonds, diamond 
mounted jewelry and precious stones, spe- 
cializing in the purchase of diamond and 
jewelry stocks, diamond and jewelry es- 
tates, inheritance tax and probate appraisal 
work. In announcing his new offices, Mr. 
Farber stated he has severed his connec- 
tion with the retail jewelry business. 


Salem (Ore.) Jeweler 
Elected to City Council 


In the Oregon general election on No- 
vember 2nd, P. W. Hale, well-known jew- 
eler of Salem, Ore., was elected to a four- 
year term as a member of the Salem City 
Council. 

Mr. Hale’s term of office begins officially 
January, 1955, and expires January, 1959. 
He actually began attending Council meet- 
ings immediately after the election. 

Mr. Hale received an unusually decisive 
yote for a local election, defeating his op- 
ponent in each of the seven precincts in 
Ward 2. His opponent was the one mem- 
ber of the City Council who was a candi- 
date for re-election. 

Salem, Oregon’s state capital, has a city 
manager form of government, with an 
eight-man Council, plus the Mayor. 





Charm Containing Playing Cards 
Is ‘Jewelry’ for Tax Purposes 


A bracelet charm containing a complete 
set of 52 playing cards is jewelry for tax 
purposes and not subject to the tax on 
playing cards, the Internal Revenue Ser- 
vices rules, because the cards are so small 
they are not considered adaptable for 
playing card games. 





California Earthquake Halts 
Famous San Diego Clock 


It took a southern California earthquake 
to stop one of the world’s most famous 
clocks, located in downtown San Diego. 

Twenty-one feet high, the unique time- 
piece has 20 dials which reveal simultane- 
ously the correct time of all nations, as 
well as the date, month and day of the 
week. It also marks the seconds. The four 
big dials are four feet in diameter. 
Claimed to be the best made, best fin- 
ished and most completely jeweled street 
clock in America, this clock is the only 
one of its kind ever built in a_ retail 
jewelry store. It required 15 months to 
construct at a cost of approximately $3000. 
A 200-pound weight furnishes the motive 
power, and it winds itself automatically. 
The master clock is enclosed in plate 
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glass so that its working parts may be 
seen by passersby, and the entire time- 
piece is illuminated at night. The clock 
is jeweled with tourmaline, topaz, agate 
and jade. First exhibited at the State 
Fair in Sacramento in 1907, the unusual 
clock was awarded a gold medal. It has 
been running regularly ever since. 





Above photo reveals the time of the 
tremor at 1.53 A.M., which halted the 
clock’s action. The clock has been given 
a complete overhauling and is now back 
in service as a visible landmark on San 
Diego streets. It was built by and stands 
outside the jewelry store of J. Jessop & 
Sons. 











Sterling 
Hatware 


Inactive and Obsolete 


We are interested in purchas- 
ing for cash any of your odds 
and ends of sterling patterns, 
any quantity, no matter how 
small or how large — active, 
inactive, or obsolete, new or 


used. 


We are also interested in co- 
operating with dealers who 
have calls for the older sterling 
patterns that are no longer 
available. 


Reference— 
Jewelers Board of Trade 


Jutivs GOODMAN & SON 


Memphis Jewelers Since 1862 


77 MADISON AVENUE 
MEMPHIS, TENNESSEE 
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Properly Handled Repairs 
go a long way in creating 102 
customer good will. Use 

W.R.C. High Grade FINDINGS 
in your repair department 
and gain the results of 


Order Today Thru Your Material Jobber 


101 Sabin St., Providence, R. |. 


New York Office 
320 Fifth Avenue 





satisfied customers. > 


W. R. COBB COMPANY 


Chicago Office 
29 E. Madison Street 
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Columbia Walescraft, Ltd. 
ING So ING Y. 


22 W. 32 Street 

























Importers of 
ENGLISH CHINA 
and 


EARTHENWARE 


Stock and Import 


FONDEVILLE & CO., INC. 
149 5th Ave., New York 10, N.Y. 
AL. 4-0104 





























WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basait 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 






























MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 
























DECORATIVE 
ACCESSORIES 
FURNITURE 


MARY RYAN 


New York 
Chicago 


GIFT AND ART 
NOVELTIES 


225 Fifth 
Merchandise 
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Dr. Pough is Guest Speaker at 
California 24-K Club Meeting 


Tuesday evening, November 9, members 
and guests of the Jewelers’ 24 Karat Club 
of Southern California were both enter- 
tained and educated by Dr. Frederick H. 
Pough. Coming from New York, THE 
JEWELERS’ CirRCULAR-KEYSTONE’S gem con- 
sultant kept the group so enthralled with 
his talk, illustrated by movies, that there 
was no time remaining during the evening 
for the scheduled trade talk. After his 
lecture, Dr. Pough was kept busy answer- 
ing questions. 

The attendance prize is really mounting 
to quite a jackpot. Aaron Thorne missed 
out on the $75 bond by not being present 
and at the next meeting the prize will be 
a $100 bond. 

Some 200 members and guests with their 
wives or lady friends enjoyed themselves 
at the ninth annual dinner-dance of the 
Jewelers 24 Karat Club of Southern Cali- 
fornia on Tuesday, October 19. The dinner 
surpassed all expectations. Each table 
bore an attractive bouquet and each lady 
present took home with her as a souvenir 
of the evening a striking Evans bone china 
lighter set. 

In addition to dancing, Manny Harman 
and his band provided music for three 
entertainment acts. A highlight of the 
affair was the presentation of a handsome 
bouquet to Mrs. Max Wolman, in appre- 
ciation of her patience in allowing her 
husband, 24 Karat Club president Max 
Wolman, time away from her to attend to 
the many requirements of the Club. 


Named 
Mdse. Mgr. 
of National 
Silver Co. 


BERNARD W. 
SMITH 





The appointment of Bernard W. Smith 
as general merchandise manager of the 
National Silver Co. of New York has been 
announced by Morton Bernstein,  presi- 
dent. 

Until recently, Mr. Smith was divisional 
merchand'se manager and_ director of 
Kirby Block & Co., Inc. Previous to this 
affiliation, had been divisional mer- 
chandise manager of Gimbel Bros., and 
assistant director of planning and research 


at R. H. Macy & Co. 


—__—_. 


Coos Bay (Ore.) Jewelry Firm 
Moves Store to New Location 


Mr. and Mrs. William C. Smith, in the 
jewelry business in Coos Bay, Ore., for 
more than 22 years, opened for business 
at a new location recently. 

The new store is adjacent to the First 
National Bank on Broadway. It has been 
completely remodeled, both inside and out, 


he 


| 








and modern fixtures have been installed 

In addition to installing a new ai 
front, the Smiths had the ceiling of the 
new store lowered and a new floor laid 
Recessed lighting illuminates the wall 
cases and floor cases which are paneled 
in black walnut. 

Mr. Smith moved from Portland, Ore 
to Coos Bay in the spring of 1939. He 
started in business in Coos Bay with the 
purchase of the F. W. 


Bertram jewelry 
store, | 


Revised Postal Regulations 
Seen as Boon to Businessmen 


Revised postal regulations, simplified to 
make it easier for businessmen and other. 
who frequently use the mails, have been 
adopted and published by the U. S. Pos 
Office Department. 

The new rules, first revision in the pos- 
tal regulations in 75 years, also include 
several new features which will be a boon 
to businessmen. One of them is an illus. 
trated “how-to-do-it” section on wrapping 
and mailing packages, including tips on 
how to prevent breakage of jewelry, stem. 
ware, and other fragile goods. 

Other features of the new regulations 
replace detailed instructions for mailing 
various goods with the “adequacy” test- 
the package will be accepted if it is 
wrapped adequately to withstand postal 
handling—and give simpler rules for mass 
mailings such as advertising dodgers. 

Copies of the new regulations are avail- 
able from the Superintendent of Docu- 
ments, Washington 25, D. C., for 65 cents 
each. 


Marion (Ohio) Jeweler 
Returns from African Safari 


Marion N. Landes, prominent jeweler ol 
Marion, Ohio, returned by plane October 
5 from an exciting hunting trip in Africa. 

Mr. Landes and a doctor, with whom 
he made the trip, bagged three elephants. 
five buffalo, three rhinoceroses, one lion, 
and quite a few smaller game. In their 
travels, they covered over 5300 miles. 

The only mishap that marred the other- 
wise perfect trip was an accident in which 
one of the native boys was charged by an 
elephant and fell on a poisonous arrow 
which caused his death. 

Mr. Landes has been in the retail jew- 
elry business in Marion for over 40 years. 














EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 














7 ARABIA CHINA 
Set Compositions 
and Open Stock. 
Ceramic Artware 


<> NOTSJOE CRYSTAL 


Stemware, Tumblers and Artware 
Illustrated literature available 


WAERTSILA CORPORATION 225 Sth Ave.,N.¥.10 
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January, 1955 


4-12—Keystone China & Glass Show, 
Hotel Fort Pitt, Pittsburgh, Pa. 

5.12—Pittsburgh Glass and Pottery Ex- 
hibit, Hotel William Penn, Pittsburgh, Pa. 

8—Chicago Jewelers 81st 
Annual Banquet, Conrad Hotel, 
Chicago, Il. 

9-11—Miami Gift, China, Jewelry & 
Novelty Show, McAllister Hotel, Miami, 
Fla. 

9-13—Main Floor Accessories 
Hotel McAlpin, New York. 

13—Diamond Manufacturers’ & Import- 
ers’ Association of America, Annual Meet- 
ing and Celebration, Hotel Roosevelt, New 
York. 

15—Twenty-Four Karat Club of the City 
of New York, 53rd Annual Banquet, The 
Waldorf-Astoria, New York. 

16-19—Southeastern China, Glass & Gift 
Show, Atlanta Municipal Auditorium, At- 
lanta, Ga. 

23-25—Carolina Gift Mart, Radio Cen- 
ter, Charlotte, N. C. 

23-26—Washington Gift 
Willard, Washington, D. C. 

23-27—-Parker House Gift Show, Parker 
House, Boston, Mass. 

23-28—California Gift Show, Brack 
Shops, Merchandise Mart, Alexandria and 


Association, 


Hilton 


Show, 


Hotel 


Show, 


Biltmore Hotels, and individual show- 
rooms, Los Angeles, Calif. 
31-February 11—Chicago Gift Show 


LaSalle Hotel and Palmer House, Chicago, 
Il. 
31—February 11—Merchandise 
China, Glass & Gift Show. 
Mart, Chicago, Ill. 
31-February 11—Registered California 
Gift Show, LaSalle Hotel: Chicago, Il. 


Mart 
Merchandise 


February 

3-6—Gift, China, Glass, Stationery & 
Housewares Show, Western Merchandise 
Mart, San Francisco, Calif. 

3-6-—Western China, Glass, Gift, Jewelry, 
Toy, Stationery & Housewares Show, Civic 
Auditorium, Palace, St. Francis and Sir 
Francis Drake Hotels, San Francisco, Calif. 
13-16—Portland China, Glass, Gift, 
Jewelry, Stationery, Toy & Housewares 
Show, Portland Public Auditorium and 
Plaza Hotel, Portland, Ore. 

20-24—Allied Gift & Jewelry Show, Ho- 
tel Adolphus, Dallas, Texas. 

20-24—Pacific Northwest China, Glass, 
Gift, Jewelry, Stationery, Toy & House- 
wares Show, Civic Auditorium, Olympic 
and New Washington Hotels, Terminal 
Sales Building, Seattle, Wash. 
20-25—Dallas Gift Show, Baker Hotel, 
Santa Fe Building, and Merchandise Mart, 
Dallas, Texas. 
20-25—Registered California Gift and 
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Dinnerware Show, Hotel Vanderbilt, New 
York. 
21-25—New York Gift Show, Hotels 
Statler and New Yorker, New York. 
27-March 2—Ohio State Gift Show, Ho- 
tel Deshler-Hilton, Columbus, Ohio. 


March 

4-8—Denver Gift & Jewelry Show, Hotel 
Albany, Denver, Colo. 

6-10 
and Sheraton-Cadillac, Detroit, Mich. 

7-11—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

19-20—Nebraska Retail Jewelers Asso- 
ciation, Annual Convention, Hotel Yancey, 
Grand Island, Nebr. 

20-23—-Northwest Gift, Art & House- 
wares Show, Radisson Hotel, Minneapolis, 
Minn. 

27-30—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 





27-30—Indianapolis Gift Show, Hotel 
Claypool, Indianapolis, Ind. 

April 
1-5—American Gem _ Society, Annual 


Conclave, Hotel Statler, Boston, Mass. 
3-5—Wisconsin Retail Jewelers Associa- 
tion, Annual Convention, Hotel Schroeder, 


Milwaukee, Wis. 


May 
14-18—First Foreign Trade Exposition, 
Shrine Exposition Hall, Los Angeles, Calif. 
15-19—New York International Trade 
Fair, 25th Street Armory, New York, N. Y. 
30-31—Watch Material Distributors As- 
sociation of America, 9th Annual Conven- 
tion, Fairmont Hotel, San _ Francisco, 


Calif. 
June 


26-27—New Hampshire Retail Jewelers 
Association, Annual Convention, The Far- 
ragut House, Rye Beach, N. H. 


July 


24-28—National Jewelers Associa- 
tion, Annual Convention and National 
Jewelry Fair, Conrad Hilton Hotel, 
Chicago, IIl. 

24-28—New Orleans Gift Show, Roose- 
velt Hotel, New Orleans, La. 


August 


14-18—American National Retail 
Jewelers Association, 
Convention and Trade Show, Waldorf- 
Astoria Hotel, New York. 

28-31—Northwest Gift, Art & House- 
wares Show, Radisson Hotel, Minneapolis, 
Minn. 


Spokane Jewelers Elect March 


Harold J. March was elected president 
of the Spokane (Wash.) Retail Jewelers 
Association at a meeting of that group 
held on October 13. 

Also elected were Victor Ritter (Ritter 
Jewelers), vice president, and Percy Klatt, 
secretary-treasurer. 

On the program was a discussion of 
fair trade selling and the appointment of 
committees for the northwest jewelers’ 
convention to be held early next year. 


Detroit Gift Show, Hotels Statler | 


50th Annual | 








“Honor,” said a great author, “is like 
a precious stone, the price of which 
is lessened by a single flaw.” 


AN AUCTION SERVICE 
FOR JEWELERS 
WHO CARE 


For the jeweler who wishes to sell 
out, we can tell as close as humanly 
possible what his stock will realize. 
If he so desires, we will buy his en- 
tire business outright and conduct the 


liquidation sale on our 


own behalf. 


THOMAS J. FAUSSETT 





America’s Foremost Jewelry Auctioneer 


COMPLIMENTS OF 
THE SEASON 


In bringing to a close one of our most 
successful business years of the past 
four decades of jewelry auctioneering 
our compliments go out to all those 
who have made it possible. 


We are exceptionally grateful to the 
many jobbers, manufacturers, travel- 
ing men and retailers who have recom- 
mended us to other retailers through- 


out America. 


Our deep appreciation 


and seasons 


greetings go also to the trade journals 
and their fine specialists who have 
carried our advertising messages to the 
trade in general. Without the trade 
journals we could not function so 


successfully. 


When you bow out of the final 
picture on your street by a 
Faussett auction sale the 
glories of a life time do not 
just fade away. We have spent 
a life time in dramatizing 


anuction sales. 


If you contemplate retiring, 
kindly let as put you in touch 


with the firms for 
made elosing out 
in 1954. 


YOU CAN HOLD A 
AUCTION WITHOUT 
YOUR PRIDE. 

Kindly 
phone. 


write or wire 


whom we 
sales for 


FAUSSETT 
HURT TO 


rather than 


THOMAS J. FAUSSETT 


521 Fleming Street 


HOWELL 


MICHIGAN 
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Jewelry Makiné 








For Tradesmen and Craftsmen 


Jewelry making is one of the oldest, most fascinating and respectable of 
crafts. It is the purpose of this series of articles to present to both beginner 
and advanced craftsman, practical methods of making hand-made jewelry. 


Part VI—Settings 


lex prong cluster setting is an extremely 
attractive prong setting that is especially suited to round 
faceted rubies and sapphires. The cluster is often used 
in the center of modern pins and earrings. A seven-stone 
cluster will be used to explain the making of the setting. 
A circle is cut to the required size and then domed up 
slightly to form the base piece. The prongs are made 
from round wire and are cut a little longer than re- 
quired. The prongs for the center stone are placed first 
as follows: in the center of the base piece, with a pencil, 
draw a circle the same size as the girdle of the stone. 
Mark off the positions for the six required prongs. 


PRONGS ARE SPACED EQUALLY 


Note that the prongs are spaced equally and that 
they are placed approximately one-third the thickness 
of the wire inside the circle. Center punch the prong 
positions, an engraving tool may be used, and then drill 
holes, the same size as the prong wire, right through 
the base piece. Place the prong wires right through the 
holes so that they protrude slightly. Now solder the 
prongs, from the back side, to the base piece with a 
high melting solder. 

Repeat the operation for the other stones. Note that 
only four prongs, though some craftsmen use six, are 
required for these stones. After all the prongs have 
been soldered into position, the parts that protrude 
through the back of the base are ground flush. Holes, 
as large as possible, are now drilled between the prongs 
where the stones are to fit. Finally, the outer edge of 
the base piece is filed smaller until it touches the prongs 
to complete the setting. 

There are many other versions of the prong cluster 
setting that may be worked out. The same procedure 
may be used for rectangular and square shaped clusters. 

The stones are set in the prong cluster by cutting a 
bearing on the prongs for the stones with a bur or 
setting tool. The center stone is set first by hammering 
or pushing the prongs in and down upon it. Then the 
other stones are set. The prongs are often rounded off 
by a cup bur. 

The emerald cut prong setting, one of the most beauti- 
ful of all settings, is made by hand only for the most 
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expensive gold and platinum jewelry and for models. 
Good craftsmanship is required to make it properly and 
every little detail must be studied carefully. There are 
several fundamental methods of making the setting and 
the method that the individual craftsman uses depends 
on his background and training. In all methods, the 
setting is made to fit an individual stone. 

Method A. The base of the setting is made first as 
follows: a comparatively thick piece of metal is curved 
on a lead or steel block until it matches the ring size 
curvature. An opening is now cut in the center of the 
base the same size and shape as the rectangle formed 
by the bottom facets of the stone. Note: when the metal 
is cut out with the jeweler’s saw, the saw is held at the 
same angle as the slope of the stone so that the stone 
will fit into the formed opening perfectly. File the open- 
ing wherever necessary. 


RECTANGULAR PIECE OF METAL 


The prongs are made from a rectangular piece of metal 
and they are cut a little longer than required. They are 
now filed on the wide sides in order to taper them 
properly. The bottom of the prong now should be 
square. Using a drill a little smaller than the bottom of 
the prong, and holding the drill at the same angle as 
the slant of the small octagonal side of the stone, drill 
through the metal as close as possible to the opening in 
the base piece. Taper the hole to the same taper as the 
prongs with a bur. Force the prongs into the holes with 
the aid of a plier and then, from the back, solder the 
prongs with highest possible melting solder, to the base. 
Now curve and adjust the prongs to- fit the stone per- 
fectly. 

The horizontal crossbars are next made from 4 
rectangular piece of metal that is slightly thinner than 
the prongs. The crossbars are cut and filed to fit between 
the prongs perfectly and then are soldered in position 
with a high melting solder. The crossbars should be 
placed just below the first horizontal plane formed by 
the facets below the girdle of the stone. The crossbars 
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Manssecs 





GIVE YOURSELF 
A NEW YEAR'S PRESENT 
OF A 


Watch Caster 


MORE WATCHMASTERS ARE BEING 
SOLD THAN ALL OTHER WATCH- 
TIMING MACHINES, COMBINED. 
THERE MUST BE A REASON. 
THERE IS! IT'S THE BEST. 


AMERICAN TIME PRODUCTS, INC. 
580 Fifth Ave., New York 36,N.Y. 


Gentlemen, 

Please arrange a demonstration 
of the WatchMaster at my 
bench so that | may judge for 
myself its operating advantages 


and long-range economy. 


AMERICA’S STANDARD % MADE BY 














1955 will be a big year for those who 
go after the steady volume of watch 
repair work. 


Make it a bigger year for YOU by doing 
more and better work in less time and at 
lower cost with a WatchMaster, — Best for 
day-to-day advantages, — Best for long- 
range economy. 

Make the WATCHMASTER your first buy 
and best buy for bigger profit in 1955... 
And pay for it from a part of the extra 
profit it can earn for you. 


NAME a 
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STATE_ 
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should not be seen when looking directly down on the 
stone. A little filing is now all that is required to finish 
the setting. 


SETTING THE STONE 


After the setting has been soldered in position, and 
the jewelry object completed, the stone is set. Each 
prong is notched with a file to form a bearing. The 
prongs are then pushed and if necessary hammered to 
set the stone. The top of the prongs must be filed to 
complete the setting. 

Method B. This method is preferred by many jewelers. 
The crossbars are first made from a piece of flat metal 
by marking off the proper opening to match the 
rectangle of the stone at the first horizontal plane below 
the girdle. Note: the corners are marked to match the 
small octagonal corners of the stone. The opening is 
cut out with the jeweler’s saw and the saw is held at the 
same angle as the slope of the stone. The opening is 
then filed so that the stone fits into it perfectly. Next, 
the proper thickness of the crossbars is marked off with 
the aid of a divider and the metal is cut along this line 
with the jeweler’s saw, inclined at the same angle as the 
opening. The frame that is formed becomes the cross- 
bars of the setting. The outside is filed and the wall is 
reduced in the corners where the prongs are to fit. 

The prongs are formed from a rectangular piece of 
metal and filed the same way as in method “A.” The 
prongs are then soldered to the frame with a very high 
melting solder. A piece of metal is curved to form the 
base, the prongs are cut and filed to the proper height 
and then soldered to the base. The opening is then cut 
in the base and finally the outside of the base is cut to 
shape the complete setting. 





GYPSY SETTING 


y) oN 


Opening for stone Bearing cut 


—\ CX 


Stone in position Stone set 











Fig. 20—The gypsy setting is a popular setting for men's 
cast rings using cabochon cut stones. Illustrated above 
is a sectional view of a cast ring. 


Method C. This method is often used by platinum 
workers. A rectangular wire is bent to shape around 
the stone at the first horizontal plane below the girdle, 
to form a band which eventually will become the cross- 
bars of the setting. The prongs are then filed smooth. 
Next, one of the corners of the band is notched out with 
the jeweler’s saw just large enough for a prong. A prong 
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is then fitted, adjusted, and soldered or welded into 
position. This operation is repeated for the other prongs, 
The prongs are then soldered to the base piece in the 
same manner as in method “B.” 

Settings for large, round diamonds in platinum are 
often made by method “C.” The band is bent to form 
a circle. Often the base piece is left longer to form gq 
good part of the shank of the ring. 

The gypsy setting for men’s cash rings with cabochon 
cut stones is very popular. Figure 20 shows a sectional 
view of a cast ring. A bearing or seat is cut into the 
tapered opening for the stone. The opening is usually 
made by means of a core when the ring is cast; how. 
ever, it may be cut into the ring with the jeweler’s saw, 
The bearing is cut with a fitting tool. Note that the bear. 
ing or seat is undercut slightly so that the stone can be 
snapped into position and the metal can then more easily 
be hammered down to hold the stone. The stone is set 
by hammering on a flat setting tool until the metal is 
pushed against the stone. Professional setters use an 
automatic hammer which fits onto the flexible shaft. 
The setting tool is inserted into the hammer. The ring 
being set may be held in a ring clamp or on a ring 
mandrel. The ring clamp may be held in a vise when 
the ring is being set by hammering on a hand tool. The 
ring mandrel is held by inserting its tip into a previ- 
ously drilled hole in the work bench and pressing against 
the other end of the mandrel with one’s chest. This 
method is preferred since it is faster and the mandrel 
provides a solid foundation for the ring while it is 
being hammered. 

The fundamental operations in diamond setting are 
not too difficult to master. However, due to the value 
of the diamonds, perfection is essential for appearance 
and for safe-guarding the stone; perfection can be had 
only through considerable practice and study. 

The following additional tools are required: brass 
polishing tool is used to force stones into position. 
A 3/16 in. rod, 3 in. long, set in a round engraving 
handle will do. The tip of the tool is made slightly 
concave so that it will not slip on the stones. Other 
tools include a loupe, powder bag, milgrain wheels, and 
beading tools—the latter being used to form the beads 
around the stone. 


USE OF ENGRAVING TOOLS 


The engraving tools used for setting stones are held 
in round handles and are shortened for sturdiness and 
manipulation purposes. Of the many different shapes 
used, the following are the important ones: number 
51 and 52 for raising the metal to form the beads; 
number 1 onglette or knife for cutting sharp corners and 
straight lines; number 1 or 2 onglette or knife tool 
sharpened to cut on the side for rough and bright cut- 
ting. The tool is first sharpened with the regular en- 
graving tool 45 degree angle, then it is leaned at an 
angle of 60 degrees to the right and sharpened so that 
it will cut on its right side. Another tool is sharpened 
so that it will cut on its left side. 

Bearing or fitting tools are ground from square oF 
round tools. The tool is sharpened as described above 
but it is shaped so that it will cut on the right side and 
bottom at the same time. The right side edge of the tool 
is rounded slightly. 
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“A. substantial increase in business .. .” 


says Mary E. Franklin, Manager 


about her new Pittsburgh Store Front 


“QUINCE the installation of our new 

S front we have enjoyed a sub- 
stantial increase in business right 
along compared to the same period 
of previous years. We feel that the 
money invested in improving our 
front has been well spent, as evi- 
denced by the increase in sales,” 
says Manager Mary Franklin. 

Testimonials like this—from mer- 
chants in all sorts of businesses— 
from all sections of the country attest 
to the improvement a_ beautiful, 
open-vision Pittsburgh Store Front 
can make in a retail business. Open- 
vision store fronts have a fresh, 
inviting appearance .. . they attract 
new customers, help make old ones 
better patrons. 


Whether you are planning to build 
a new store or to remodel your 
present place of business, it will pay 
you to consider a Pittsburgh Plate 
Glass Store Front. For complete in- 
formation on Pittsburgh Products 
and other interesting case histories 
on successful store front installa- 
tions, just send in the convenient 
coupon. We'll send you a free copy 
of our booklet, “How To Give Your 
Store the Look That Sells.” We will 

















HENEBRY’S OF FAYETTEVILLE, N. C., owes include: Pittco® Store Front Metal, Car- also be glad to give you a free esti- 
much of its smart good looks and business __rara® Structural Glass, Pittsburgh Polished mate on the cost of a new front. No 
success to its eyve-appealing Pittsburgh Plate Glass and a Herculite® Plate Glass obligation. 


Store Front. Pittsburgh Products used here Door set in a Pittsburgh Door Frame. 








SE BE BR BBB ee ee ee SS Se ee ee eee 
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Pittsburgh Plate Glass Company ' 

S KF Room 4373, 632 Fort Duquesne Blivd., Pittsburgh 22, Pa. ; 
' 

tore ronts (J Please send me a FREE copy of your modernization booklet. ' 

[] Have your representative give me a free estimate on a ; 

and Interiors new store front. : 
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— FRAISE—We were given a lot of watch- 
makers’ tools from an old shop that had quit busi- 
ness. In a box there are 30 steel parts that look like 
pinions, with tops of the teeth flattened off. Then there 
is a brass part that looks like a depthing tool, hinged 
below, with steel rods in each part above, with centers 
on ends of the rods. What is this outfit? (Question 
No. 6413) M. F. 


Answer—No doubt what you describe is an Ingold 
fraise set. These have long been used, particularly in 
Switzerland, for perfecting the teeth of train wheels, 
after they have been cut by a milling operation, for 
high-grade watches. Ingold fraises have also been more 
or less used in other countries, for treating train wheel 
teeth in wheels replaced in repairing watches; and, to a 
lesser extent, larger Ingold sets are used for high grade 
clock work. These were named for their inventor, Pierre 
Ingold, a Swiss horologist (1787-1878), who also de- 
signed the earliest machines for “mass-production” of 
watches in 1835. 

In using the Ingold fraise, put the wheel to be treated 
on its pinion or arbor, between one of the pairs of 
centers in the tool; select a cutter of which the leaves 
will embrace wheel teeth same as the proper pinion 
would. Adjust the tool to “depth” with the wheel teeth, 
the cutter on the tapered steel arbor included in the out- 
fit, which has a pulley for driving with a fiddle bow. 
First set the tool to a shallow depth; then, while keeping 
the cutter turning with the bow, gradually adjust with 
the thumb-screw to increase the depthing, and watch the 
effect on the wheel teeth. 

The “leaves” on the cutters have tiny grooves cut on 
their faces; these have a fine “filing” effect on the brass 
wheel teeth, and their action produces profiles on the 
teeth (slightly altering the form of the milled profiles 
usually) that will be so re-formed, that the teeth will 
transfer power to’ their pinion-leaves in a more efficient 
manner, from the engineering viewpoint. Besides this, 
Ingold fraises produce a “grain” on the acting curves 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


HOW SHALL I~? 


of the teeth, that runs in the direction of the curve in- 
stead of across it, which may promote a smoother action 
than if the milled profiles were left as a “finish” with 
their more or less serrated surfaces. 


eerie COILS—How many coils is correct for 
a hairspring? Question No. 6414) T. H. 


Answer—Some difference in the number of hair 
spring-coils is unavoidable, depending upon the design- 
ing of details of various watches; but an average of this 
may be stated as thirteen coils. 


ATCHMAKER’S TWEEZER—Is there any kind of 
tweezers that will not so easily let go of screws 

and small watch parts which fly away and are so hard 
to find? I don’t see any advertised in catalogs. (Ques- 


tion No. 6415) B. E. 


Answer—One type tweezers for general handling of 
small watch parts is one made of softer metal than hard- 
ened steel. Brass or copper tweezers that are slightly 
“nicked” by a steel screw or the like held in them may 
be safer to use, generally speaking. But steel tweezers 
of good quality, with points well dressed, used with skill, 
are preferred by many workmen because they are more 
flexible and durable. A compromise between the two 
would be steel tweezers with brass tips soldered on. 
Cheap steel tweezers do not hold parts as firmly as 
tweezers of the grade usually designated as “Dumont” 
type tweezers, whether or not they are made by the Swiss 
firm Dumont. 


—_—- WATCH PARTS—What type of alcohol 
would be best for rinsing parts after cleaning chron- 
ographs, repeaters, or very fine watches of any kinds? 


(Question No. 6416) P. O. 


Answer—The best: alcohol for the purpose named 
would of course be the kind that would be the most effec- 
tive in absorbing water; or that has in its own composi- 
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tion the nearest to no water. This. commercially speak- 
ing, would be anhydrous ethyl alcohol, as water-free as 
can be made for commercial purposes. To obtain a 
definite type alcohol, you should consult a dealer, drug- 
gist, or chemist, as to brands and prices. 


~~ CLOTH—I do a good deal of clock re- 
pairing and often have to finish to a smooth surface 
a brass part, like a rack-spring, or soft steel striking 
parts, after sawing and filing. Emery paper cuts so 
slowly, and fills up too quickly with metal and broken- 
down grains. Is there anything on the market that would 
be better? (Question No. 6417) R. L. 


Answer—Yes, most hardware stores stock an abrasive 
cloth called ‘“Metalite,’ made by Behr-Manning Co., 
Troy, N. Y., which is the fastest-cutting material for your 
purpose that we know of. One precaution after using 
this is important: wash the work thoroughly in naphtha 
or similar liquid, after finishing it, to remove any grains 
of the abrasive loosened from the cloth, as these could 
play mischief if any would get into the acting parts of 
the clock. 


ROKEN DETENT—Where can I obtain a detent for 


a window chronometer, which has on it the name 


Parkinson & Frodsham, London? In trying to clean this — 


timepiece, our watchmaker broke the detent where there 
is a thin spring-like portion and it seems the entire part 
is in one piece—no way of replacing just the broken 


spring. (Question No. 6418) G. C. 


Answer—Material, that is replacement repair parts, 
cannot be obtained for marine chronometers. The new 
detent will have to be made to order. The firm nearest 
to your location that does this work is Wm. Bond & Son, 
9 Park St., Boston, Mass. 


L dere REPAIR OUTPUT—In corresponding about 
a change of jobs, the employer stated that they 
expect a watchmaker to turn out ten watches a day. I 
am accustomed to doing about half that number. What is 
your opinion? (Question No. 6419) J. A. 


Answer—The question of what it is fair to expect 
of a watchmaker in output of work is not one that can 
be answered in a few words. There are too many ifs and 
buts about it. In different shops there is a great variety 
in the average kind or grade of watches to handle. One 
shop may have a large proportion of very high-grade 
watches, including complicated watches to do. Another 
may have middle-grade watches predominating; still 
another may have rather cheap watches. Another type 
job has many railroad watches to handle. One employer 
may have a policy of requiring excellent work done; 
another of stressing quantity rather than quality—in our 
opinion this being a poor policy for a good workman 
to have. 

‘Some employers use good salesmanship on repair work 
and get good prices for it; others have a low price policy. 
All of these things have a bearing on the number of 
watches a workman should be expected to turn out. 
In general, we are inclined to favor the idea of rating 
one’s ability in dollars, rather than in the number of 
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watches done per day. This usually can be fairly related 
to the amount of wages to be paid. Perhaps the best 
advice we could give is to inquire about seme of the 
other points suggested above, instead of judging or 
being judged-on the basis of how many watches are to 
be a day’s work; or at least take these other factors into 
account along with the matter of the number of watches 
per day. 


E-PLATING PROBLEM—My lathe and staking tool 
have gotten old and dingy-looking and | am thinking 
of having them re-plated. Is there any reason, ene way 
or the other, for deciding whether to do this in nickel 
or chromium? I mean, any “technical” advantage or 


fault in either? (Question No. 6420) I. G. 


Answer—tThe choice between nickel or chromium for 
re-plating your tools is simply a matter of taste. Nickel 
plating has a “warm” color; chromium is more of a 
“cold” blue-white color. Whichever appeals more to your 
eye, may be selected. We suggest, however, the impor- 
tance of giving the job to a plater who is experienced 
in working on fine tools, to make sure that he will not 
alter the essentials such as flatness of surfaces, and the 
fitting of working parts, such as bushings for spindle 
bearings, etc. 


iar nanagamenies WATCH—What is meant by a chate- 
laine watch? (Question No. 6421) P. F. 


Answer—This term was very up-to-date about 50 
years ago, before the era of the bracelet watch, during 
the period after ladies had quit wearing their watches in 
dress-pockets and instead wore them hanging to an orna- 
mental brooch pin on the outside of the dress. In 
French, “Chatelaine” is an old word meaning the mis- 
tress of a castle, who kept the keys to the larder and 
other store-rooms on a ring fastened outside her dress; 
and the word was later adopted to designate watches 
worn that way. 


ALANCE ASSEMBLY—What is a balance assem- 
bly? (Question No. 6422) A. M. 


Answer—tThis is a comprehensive term meant to in- 
clude the parts of a watch that all together accomplish 
the actual duty of “keeping time,” just as other groups 
of parts in a watch have other duties to perform. It is 
the sum of the amounts of time consumed by the jour- 
neys or “beats” of the balance-assembly that governs 
whether a watch runs fast, slow, or on time; thus, we say 
that this part (group of parts) of a watch, really is the 
time-keeper. The balance assembly includes the balance, 
the staff, the hair-spring, and the roller. 


Ce PLATES—Wouldn’t it be a good thing 
to lacquer the plates of a French clock which are 
highly polished, after cleaning them, to keep them from 
tarnishing? (Question No. 6423) J. P. 


Answer—No, on the contrary, it would be danger- 
ous, since most kinds of lacquer contain elements that 
have a chemical effect on oil, hastening its thickening. 


149 








































Manufacturer’s 





N (: W \\ of Products--- Promotions ---+- Personnel 





Goldsmith Bros. Scores a Hit 
With Precious Metals Display 


GOLBSMITH BROS 





Goldsmith Bros. Smelting & Refining Co., 
Chicago, designed and constructed this 
six foot Masonite circle which attracted 
considerable attention when it was ex- 
hibited at the National Chemical Exposi- 
tion in Chicago, Oct. 12-15, and at the 
National Metal Exposition and National 
Metal Congress, Nov. 1-5. 

It exhibited precious metal products, like 


silver brazing alloys and jewelers’ gold 
alloys, and some of the rarer elements and 
their compounds, such as osmium and 
ruthenium. 


The company stated the display marked 
one of the first attempts of a precious 
metal producer to construct a comprehen- 
sive display of his products. 


Free Christmas Display 
Offered by Ronson 

Ronson Corp., 31 Fulton St., Newark 2, 
N. J., offers Ronson lighter 
Christmas display shown in the photo. 
Printed in brilliant full color, it is for 


this new 





ad 
a 


Ponsen 


showings, and is 


and counter 


window 
free upon request. 

The unit is quite compact, measuring 
12” by 10” by 442”, but features a rep- 
resentative assortment of Ronson pocket 
and table lighters in a step-up array. 
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Distinguished Indonesians 
Visit Tissot Factory 

Several important members of the Indo- 
nesian diplomatic corps recently visited 
the Tissot factory in Le Locle, Switzerland. 
Among them was his Excellency R. M. 
Sartono, president of the Indonesian Par- 
liament, and his wife. 


Speidel Distributes 
Christmas Mat Book 


Speidel has sent its new 1954 Christmas 
mat book, shown in the photo, to over 
15,000 retail jewelers. The dominant theme 
of Speidel’s fourth comprehensive volume 


Here are 


\ Be 
Spiitel 


CHRISTMAS MAT ADS 


YA 


Tie in your store 
with Speidel's $2,500,000 & 


TV advertising campaign Yy 


~ 





of free newspaper mats is: This will be 
a watchband Christmas. 

Included among the 37 ads are the fol- 
requested by the trade: 
omnibus ads, credit and layaway ads and 
separated drop-in art with which adver- 
tisers can construct their own ads. The 
overall size of the mat book has been re- 
duced to a convenient 11 by 14 inches. 


lowing extras 


Reed & Barton Distribute 
Christmas Season Mats 


To insure promotional material for the 
Christmas shopping season, Reed & Bar- 
ton has mailed to the trade a special holi- 
day mat supplement. It consists of 10 
ads featuring the most popular Reed & 
Barton flatware patterns and hollowware 
designs in sterling and plate. The ads are 
of varying sizes and range from subtle 
to hard-sell: approaches. 








1847 Rogers Bros. 
Christmas Advertising 





1847 Rogers Bros. consumer advertising 
program during the holiday season is fea- 
turing a close customer-dealer tie-in. Head- 
lined “A Gift to Brighten Her Heart and 
Home,” a full-page ad in the December 
issue of Ladies Home Journal is reminding 
readers that 1847 Rogers Bros. has been 
“The Family Silver for Generations.” 

The ad shows a_ point-of-sale display, 
shown in the photo, of a 52 piece service 
for eight in a handsome chest and_ will 
urge readers to look for it at their jeweler. 
TV commercials on International’s “My 
Favorite Husband” program will also pic- 
ture the display. 

The display is offered to dealers free of 
extra cost with an order for two 52 p‘ece 
sets. A more elaborate display worth $15 
is offered free with six 52 piece sets. 


Gruen Offers 
Colorful Display 


m 
gRUEN 
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Royal purple, white and gold is the regal 
color scheme of the new velvet covered 
Gruen display shown in the photo, featur- 
ing Gruen “Royalty” diamond watches. 

Six watches are shown in this colorful 
display. It is available through Gruen 
sales representatives. 
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Westinghouse Introduces 
Versatile Appliance Group 





A new rotisserie has been introduced by 
Westinghouse. According to R. Z. Soren- 
son, manager of the 
department for the Westinghouse Electric 
Appliance Division, it has the largest ca- 
pacity of any rotisserie. Shaped as a half- 
cylinder, it has been designed for use with 
any Westinghouse roaster-oven or is avail- 
able separately. It rotary broils a 12-pound 
turkey or two 3 and 14 pound turkeys. 

The rotisserie is $29.95 retail. When 
purchased with an inset pan and wrought 
$39.95. The roaster- 
rotisserie combination can be purchased 
for $73.90, exclusive of accessories. A 
“Party Cart” is $19.95. The combination 
of rotisserie, roaster-oven and Party Cart 
is shown in the photo. 


electric housewares 


iron stand, it is 


Lucien Piccard Awards 
Gift to Miss America 


A Lucien Piccard watch and earring set 
was awarded to Miss Lee Ann Merri- 





weather. chosen Miss America of 1955 at 
the Miss America Beauty Pageant in At- 
lantic City. The watch is inset with cul- 
tured pearls in a 14K gold case, and has 
a mother-of-pearl dial and 17 jewel move- 
ment. The retail value of the set is $400. 

It was presented to Miss Merriweather 
by a representative of the Nat Yamron 
Fine Jewelry Store of Atlantic City. They 
are shown in the photo. 
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Gemex Again Sponsors 
Stork Club TV Show 


The Gemex Watchband Co. has an- 
nounced it is again the sponsor of “The 
Stork Club” television show, now seen on 
the ABC television network, Saturdays 
from 10 to 10.30 p.m., EST. On some 
stations it is seen at other times and days. 

The Stork Club, with its glitter and 
glamour, is a natural background for the 
display of fine jewelry, and the program’s 
revised format now includes a_ weekly 
fashion which lends itself to the 
exhibition of fashions in watchbands. 

Sherman B'llingsley, owner and host of 
the Stork Club, chats with celebrities at 
the Cub Room’s famous “Table 50” and 
introduces top singing, dancing and _in- 
strumental acts. 


show 


Elgin Expands Plans 
For Valentine Promotion 

The Elgin National Watch Co. is ex- 
panding plans for its nationwide Valentine 


promotion this year. A. L. Rowe, vice 
president in charge of market'ng, said El- 





gin decided to enlarge the promotion in 
view of last year’s success, when it was 
credited with selling 25,000 watches at the 
retail level. 

A new motion window display, shown in 
the photo, has been designed by Elgin 
as the focal point in the drive. It will be 
tied in with the “Elgin Hour” at an ap- 
propriate time. The display and news- 
paper mats are free to jewelers who pur- 
chase eight watches, whose retail prices 
run from $33.75 to $71.50. Designed as an 
eye-catcher, a beguiling little cupid 
bounces up and down over a large heart- 
shaped Valentine. Mary Muntz and assis- 
tant Elgin advertising manager A. H. Ham- 
merstrom are shown checking the display. 


Chrysler Airtemp Holds 
20th Anniversary Celebration 


Founded by Walter P. Chrysler in 1934, 
the Airtemp Division of the Chrysler Corp., 
Dayton, O., marked its 20th anniversary 
with a two-day Open House Nov. 13 and 
14. The firm has grown to become one of 
the nation’s largest manufacturers of air 
conditioning and heating equipment. 

Airtemp’s Open House celebration was 
also the occasion for the formal opening 
of two new plant additions completed re- 
cently as part of a multi-million dollar 
expansion program. 











New Karlan & Bleicher Mat 
Service for Perfect Lock-Sets 





Karlan & Bleicher, Inc., N. Y. manu- 
facturers of Perfect rings and ring find- 
ings, now has available a new free mat 
service for their complete line of matched 
Perfect Lock-Sets. Shown in the photo 
is one of the K & B Perfect Lock Sets, 
MTG. 184/47023/187 and WEDD. 4523/ 
387. Jacob Karlan, president of Karlan & 
Bleicher, in describing the K & B line 
of completely die-struck lock-sets, pointed 
out that the lock is an invisible mechan- 
ism, prec:sion engineered and simple to 


operate. 
The ad mats represent fine art work 
which reproduces faithfully all details. 


Write Karlan & Bleicher, Inc., Dept. J, 
188 W. 4th St., N. Y. 14. 


J-B Introduces Two New 
Multi-Size Expansion Bands 


Jacoby-Bender, Inc., makers of J-B watch 
bands, has announced the introduction of 
two new, full-expansion watch bands for 
men with the new J-B “Multi-Size” feature. 
They are stainless steel throughout. One 
band, “Edgeford,” retails at $5.95, and the 
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Champion,” is 


” 


other, “Diamond $5.50. 
Both are available with %” or %” ends. 

The two bands are carded on handsome 
J-B velvet display cards or can be ordered 
in assortments of six in an attractive wal- 
let size folder tray, shown in the photo, 
which is free. 

The Multi-Size feature permits custom 
sizing these bands to any man’s wrist. No 
tools of any kind are required. It is not 
necessary to carry a variety of band sizes. 
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Exciting ‘Mystery’ Display 
Offered by Keepsake Rings 





The A. H. Pond Co., Syracuse, N. Y., 
makers of Keepsake diamond and wedding 
rings, is offering an unusual revolving mys- 
tery display to help spark the jeweler’s 
Christmas selling season. The exciting dis- 
play, shown in the photo, draws atten- 
tion by appearing to spin slowly in mid- 
air without support. An almost invisible 
black nylon cord forms the connecting 
link between the display and an efficient 
motor attached to the ceiling of the win- 
dow. 


The upper section is composed of an 
inverted black velvet cone attached to a 
circular platform. A vivid blue satin rib- 
bon around the side of the platform 
bears the Keepsake name in gleaming gold 
letters. It holds six Keepsake ring boxes. 


Bing Crosby Does TV 
Commercials for Benrus 


Bing Crosby has just completed two 
television commercials for the Benrus 
Watch Co., which are being used during 
the Christmas season in all important mar- 
kets in the country. The tie-up with 
Crosby is a cross-plug arrangement in 
which the star opens with a plug for his 





latest picture, Irving Berlin’s “White 
Christmas,” and then goes on to sell Ben- 
rus as “your finest watch.” 

Charles T. Rabkin, Benrus account ex- 
ecutive, is shown presenting Crosby with 
one of the new 18K Benrus Sovereign Gold 
Co'n watches. 
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McGraw Electric to Acquire 
Lonergan Manufacturing Co. 


Max McGraw, president of McGraw 
Electric Co., has announced conclusion of 
negotiations to acquire the assets and busi- 
ness of the Lonergan Mfg. Co., Albion, 
Mich. The acquisition will be submitted 
for approval to Lonergan shareholders at 
a meeting in December. 

Lonergan Mfg- Co., makers of air con- 
ditioning equipment, space heaters and 
dehumidifiers, concluded its fiscal year on 
Sept. 30 with $9 million net sales, accord- 
ing to S. J. Lonergan, president and 
founder of the 20 year old concern. 





Paper-Mate Presents 
Free Christmas Packaging 


Handsome free gift packaging is being 
offered retailers to aid them in their Christ- 
mas sales promotion of Paper-Mate Pen 





Co.’s De Luxe and Capri model pens. 
They will continue to retail for $1.69 and 
$2.95 respectively, it was announced by 
David Kittredge, Paper-Mate advertising 
manager. 

The De Luxe gift pack is a compact 
counter size display containing a dozen 
pens, each in a smart gift box. The Capri 
pack’s dozen pens, shown in the photo, are 
in jewelry finish, each wrapped in an at- 
tractive plastic box. 





General Time Opens 
New Georgia Factory 


Governor Herman Talmadge dedicated 
the new $2,500,000 electric clock plant of 
the General Time Corp. at Athens, Ga., 
Nov. 3. General Time is concentrating its 
entire household electric clock production 
in the Athens plant. 

The modern one-story factory occupies 
110,000 square feet of floor space and, 
under full scale production, will employ 
more than 500 persons and turn out 5,000 
electric clocks daily. 











Holmes & Edwards Makes 
A Christmas Suggestion 





Holmes & Edwards offers its “Gourmet 


Service Set” in the new “Bright Future” 
pattern as an outstanding Christmas gift, 
They can be purchased as a handsome 
combination of serving pieces or _ indi- 
vidually. 

Shown in the photo, the suggested set 
includes, left to right, a pierced vegetable 
server, equally suited for serving berries; 
a salad or cold meat fork which can be 
used for cold cuts; a long server for 
pastry; and a salad serving spoon which 
can double with the fork to serve fruit 
compote. International’s “Prevent Tarnish 
Cloth” is an appropriate addition to the 
gift. 


Bulova Wins Magazine Award, 
Sends out Christmas Promotion 


Spot Magazine, a publication on point- 
of-purchase merchandising, has _ selected 
the Bulova Watch Co. as the recipient of 
its Editors Award, it was announced by 
Bulova. The award was given to the 
Bulova “23” window-counter display, 
shown in the photo. It is a study in gold 
foil, struck in three dimensions. The 
award citation said, “Bulova has gained 
a national reputation among jewelers for 
painstaking attention to retail display prob- 
lems and _ limitations.” 






SIRO VAVAB, 







BULOVA 


ity 


Bulova has also sent out to jewelers 
what it describes as the largest and most 
inclusive Christmas mat service ever fur- 
nished by the company. The mats include 
both the spring and fall features, the 
Bulova “23” and the Lady Bulova, as well 
as mats on the “Companion,” a portable 
radio, and the Bulova clock-radio. 
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Free Manual on Omega 
Self-Winding Watches 
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Omega points out that the correct re- 
pair of self-winding watches calls for the 
most expert craftsmanship. M/’stakes are 
costly and the reputation of both the 
watchmaker and the manufacturer are at 
stake if the customer is dissatisfied. For 
this reason, Omega has issued a profusely 
illustrated how-to-do-it manual, shown in 
the photo, on the proper way to repair 
Omega automatics. 

The company states it is one of the most 
comprehensive technical guides ever is- 
sued. covering the latest calibres of Omega 
automatics. It is available free from 


Omega, 655 Madison Ave., N. Y. 


Captain Rickenbacker Attends 
Wallace Street Dedication 
Captain Eddie Rickenbacker of World 
War I fame and president of Eastern Air 
Lines, attended the dedication of Lufbery 
Avenue in Wallingford, Conn., on Oct. 21, 
at the Wallace Silversmiths plant. The 





street which leads into the Wallace plant 
was renamed in honor of Major Raoul 
Lufbery, Wallingford World War I ace and 
close friend of Rickenbacker, before his 
death in an air battle in France. The street 
is the address of the newly formed Wal- 
lace Aviation Corp., which makes jet com- 
pression blades. 

Shown in the photo, left to right, are 
H. Stuart Stone, president of Wallace Sil- 
versmiths, Rickenbacker and Myron Gor- 
don, president of Wallace Aviation Co. 
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Cartridge Cap for Waterman's 
C/F Pen Designed by Alcoa 


The Waterman Pen Co., according to 
the Aluminum Co. of America, encoun- 
tered a tough packaging problem when it 
began planning for its new C/F model, 
the country’s first cartridge filled fountain 
pen. 

A suitable cap for the polyethylene car- 
tridge used to hold ink for the new pen 
proved to be a stumbling block until 
Waterman consulted Alcoa. Engineers de- 
veloped a coated aluminum closure that 
seals the cartridge completely by means 
of a polyethylene liner which adheres to 
the cartridge body when heat-sealed. Alcoa 
points out that aluminum was the answer 
to Waterman’s packaging problem. 


Wefferling, Berry Issues 
Distinctive New Catalog 
Wefferling, Berry & Co., makers of fine 
emblematic jewelry, Newark, N. J., has 
sent out to its regular accounts the De 
Luxe “Gold Emblems” catalog shown in 





the photo, containing over 1,000 emblem- 


atic jewelry items. The plastic binding 
allows the book to lie flat and the covers 
are varnished. Another catalog with dif- 
ferent binding will go out to 10,000 more 
jewelers during the next six months. 

The catalog contains a Masonic Em- 
blematic Chart, which the company says 
is original with it. It shows the commonly 
used emblems. The book also contains 
“The Efficient Handling of Jobs and Spe- 
cial Orders,” an address to The American 
Gem Society Conclave, Detroit, April, 1954, 
by Theodore F. Schraft, secretary-treasurer 
of Wefferling, Berry. 





Pianist Liberace Endorses 
Lunalite Permanent Candles 


Liberace has signed a three year con- 
tract endorsing the Lunalite Permanent 
Candles made by the A. A. Mfg. Co., 
Gardenia, Calif., it was announced by 
Frank Bruce, general manager of the com- 
pany. Sherman Wade has been appointed 
national sales distributor, with offices in 
The Brack Shops, Los Angeles. A com- 
plete dealer cooperative sales aid program 
is offered the trade. 





Interesting Ad Campaign 
By Feature Lock Rings 





An unusual advertising campaign is 
bringing the story of the diamond _ bril- 
liance of Feature Lock Interlocking rings 
to 30,000 jewelers in the U. S. It consists 
of six jumbo-s‘ze color post cards, mailed 
one every ten days to every retail jeweler 
in the country. 

As shown in the photo, on the front 
of the card is an illustration and headline 
which tells the jeweler, in terms of his 
everyday business, why Feature Lock’s 
great brilliance brings greater diamond 
sales. On the reverse, Feature Lock’s “no 
light blocking construction” is explained 
by a simple drawing. 

Some of the headlines on the cards are 
“Diamond sales are easier without ob- 
structions” and “It’s a fact, dirt under 
diamonds you’ve sold is your worst ad- 
vertisement.” 

Henry Peterson, president of Feature 
Ring Co., 130 W. 46th St., N. Y., stated 
the campaign was begun because dis- 
tributors said jewelers were not taking 
sales advantage of Feature Lock’s “no ob- 
struction-no light blocking construction.” 


Croton Offers Kit of Crystals 
For Water-Resistant Watches 
For the convenience of its distributors, 


Croton Watch Co. has designed a plastic 
case, shown in the photo, containing an 





assortment of 20 crystals and gaskets for 
its water-resistant watches. Each crystal 
is individually packed in a small envelope 
with the model name and movement num- 
ber stamped in clear letters on the bottom 
of the envelope. 

The kit is designed to show the watch- 
maker the correct crystal for the right 
Croton watch and to prevent replacement 
with wrong parts. An instruction sheet is 
conveniently set up as a chart on the 
inside of the lid. 
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Waltham Makes Aircraft 
Clock for U. S. Air Force 





Shown in the photo is Waltham’s latest 
aircraft clock, the Al3A 8-day elapsed 
time clock, spring wound with Waltham’s 
Permaforce unbreakable mainspring. The 
clock was completely designed and engi- 
neered by the Waltham Watch Co. in re- 
sponse to the need of the Air Force for a 
compact clock which combines the advan- 
tages of an 8-day aircraft clock and a stop 
watch in one instrument. It has a 22 size, 
22 jewel Waltham movement. 

The pilot uses the elapsed timer for pre- 
cision navigation and watches it to tell 
how much flying time is left in proportion 
to his fuel. 


H. P. Preis Introduces 
Engraving Machine Vise 


Designed for use on all makes of en- 
graving machines, the “New Multi-Grip 
Swivel Vise Model No. 710.” featuring the 
self-centering screw that always keeps the 
work centered with the master copy. is 
the latest innovation of the H. P. Preis 
Engraving Machine Co., Hillside, N. J. 
It is shown in the photo. As a companion 
to this fixture, Preis has also produced the 
“Multi-Grip Plain Vise.” It is designated 
as model No. 700 and can also be used 
on all engraving machines. 

The standard jaws of both vises open to 
three inches and have dovetail grooves for 





@ \ 


holding flat plates. Each fixture comes 
with one set of five parallel blocks which 
when inserted between the vise jaws pre- 
buckling or thin 
plates are being engraved. fixtures 


when 
Both 
have adjustable end stops with an exten- 


vents warping 


sion for centering all plates up to eight 
inches long. The jaws are drilled with a 
series of 3/16” holes for inserting plastic 
jig bushings. 
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Ocean Cruise Offered to 
The Lands of the Diamond 


Raymond-Whitcomb Ince., travel agents, 
347 Madison Ave., N. Y., in celebration 
of its 75th anniversary, is offering a tour 
which will feature the diamond. Called 
the “Diamond Jubilee Cruise to the Lands 
of the Diamond.” the unusual tour will 
visit Kimberly Mines, will include a visit 
to Amsterdam to see the diamond cut and 
polished and will visit some of the most 
distinguished jewel designers in Paris and 
view their fabulous collections. In Lon- 
don, the Crown Jewels will mark a high- 
light of the tour. 

The tour starts Feb. 11 from New York 
and ends April 21 at the departure point 
69 days later. Subscription is $3,250 per 
person. 


Napier Offers Jewelry 
In Renaissance Mode 


The Napier Co., Meriden, Conn., has 
captured the splendor of the Renaissance 





in the jewelry shown here. The hammered 
flexible 
that combines the appearance of fashion- 
able importance with a practical l'ghtness 
company. 


silver crescents form a necklace 


described as amazing by the 
The ingeniously designed matching brace- 
let and eardrops complete this appealing 
ensemble. 


Hinde & Dauch Booklet 
“How to Pack It" 


Hinde & Dauch, Sandusky, O., has pub- 


lished a complete packaging portfolio, 
“How to Pack It.” 


trates a unusual selection of 


It describes and illus- 
12 different 
styles and more than 70 types of corru- 
gated boxes for a variety of products. 

Shelf and counter, display, luggage style, 
“prepaks,” Duplex (combination shipping 
and display) and a new “Hevi-Duty” box 
for high density products are but a few 
of the H & D boxes included in the port- 
folio. Descriptive copy for each box sug- 
gests proper methods of sealing, packing 
and displaying. Copies of the booklet may 
be obtained by writing to the firm. 













Timex Offers Display 
On Falcon Clocks 


EX 


sHock RESISTANT 





The new counter and window display 
for the latest Timex line of Falcon alarm 
clocks made by The United States Time 
Corp., 500 Fifth Ave., N. Y., is shown in 
the photo. 

The clocks include attractive color com- 
binations to blend in with every decorat- 
ing plan. Each is about 3% inches wide 
by 3% inches high, with 35 hour alarm 
and easy to read dials. All have radiolite 
dots. The display assortment 


hands and 


consists of two ivory (plain dial), two 
mahogany brown, one dark gray and one 
pastel green clocks. Each is $5.95 retail 


plus tax. 


24 Hour Watch Introduced 
By Montilier Watch Co. 
The Montilier Watch Co., Montilier, 


Switzerland, has introduced a new watch 
which uses the 24 hour division of time 
on the watch face, instead of the conven- 
tional 12 hour division. As shown in the 


a dark 


photo, night hours are shown on 





background with luminous points and are 
well differentiated from day times. 

The manufacturer states the watch will 
meet a real need of many professions such 
as postal employees, mine engineers, mili- 
tary officers, and in the far North where 
days or nights last several months. 
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Elgin Purchases 
Electronics Firm 


The Elgin National Watch Co. has an- 
nounced that it has entered the West Coast 
electronics manufacturing field with the 
purchase of Neomatic, Inc., Los Angeles, 
specialists in development of miniature 
electronic components. 

The purchase marks Elgin’s first major 
step in product diversification since the 
company announced this intention late in 
1953. 


New Drilling Apparatus 
By Louis Levin & Son 


Louis Levin & Son, Inc., 3610 S. Broad- 
way, Los Angeles 7, Calif., has introduced 
a drilling apparatus, shown in the photo, 
for micro-drilling operations. It has been 
successfully used for drilling holes as small 
as .0016” and it does not require any un- 
usual skill on the part of the operator. 
The spindle of the drilling attachment is 
mounted on a pair of adjustable slides, 
which makes it possible to quickly center 
the spindle on any lathe on which the 
attachment may be used. 

Bulletin N, available from Levin, gives 
complete information of the drilling at- 
tachment and micro-drills. 


Behr Mfg. Co. Introduces 
Lightweight Optical Loupe 
Phe Behr Mfg. Co., 744 E. Wisconsin 


Ave., Oconomowoc, Wis., has introduced a 
new, light-weight optical loupe for use on 





either wire or plastic spectacle frames, 
adaptable to either right or left side. It 
is shown in the photo. The manufacturer 
states it can be attached quickly and easily 
without removing spectacles and is avail- 
able in single or double loupes. It is ad- 
justable for use with single focal or multi- 
focal lenses and suits any lens require- 
ments, 

From 1.7X to including 4X magnification, 
the single loupe is $3.25; and from 5X to 
10X, it is $3.50. For double loupes, mag- 
nification runs from 3X-5X to 4X-10X, and 
they are $5.50. Focal length for single 
loupes is from 1” to 6”, and for double 
loupes, 214"-1" to 3%4-2”. 
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News of Personnel 








Harry Schwettman, former Gruen 
sales representative, has assumed the duties 
of manager of the Gruen repair and 
material departments, it was announced 
by Maury Ash, vice president in charge 
of marketing. 


HARRY SCHWETTMAN 
Gruen 


R. O. WAGNER 
Wadsworth-Hadley 


R. O. Wagner, former Chicago office 
manager for the Elgin National Watch 
Co., has been promoted to head of the 
dealer service department of the Wads- 
worth-Hadley Division of Elgin. 

William Schneider, formerly Rothman 
and Schneider, Inc., manufacturing jew- 
elers, N. Y., has announced the reorgan- 
ization and enlargement of its sales force. 
W. H. McCreevy and George L. Mason 


will represent the company in the mid- 


west. Jack Reiff, formerly in the mid- 
west, is east coast sales representative. 
Ernest Tacktill, formerly purchasing 


agent, has been appointed southern sales 
representative. Harry Beatty will con- 
tinue to cover the west coast. 





Alice Jewelry Company Wins 
Safety Achievement Award 


A Certificate of Safety Achievement was 
awarded to the Alice Jewelry Co., Provi- 
dence, by the Rhode Island Department of 
Labor. Presented in recognition of an 
outstanding accident prevention record, the 
certificate was signed by the Governor and 
other state officials. Lou Jaron, president 
of Alice, accepted the award. 


American Perfit Crystal 
Issues Clock Glass Catalog 
American Perfit Crystal Corp., 653 11th 


Ave., N. Y., has issued a new clock glass 
catalog which, the company said, illustrates 
for the first time in the field a complete 
line of replacement glasses for all clock 
styles including desk and travel clocks. 
The new line makes it easy to service most 
of the clocks on the market today. 

A reference chart insures that the cor- 
rect glass can be ordered. Like all Perfit 
products, these clock glasses will be dis- 
tributed by material distributors. Copies 
of the catalog are available from distribu- 
tors or the company. 















Robert B. Westover, Los Angeles, has 
been appointed western field merchandis- 
ing representative for The Watchmakers of 
Switzerland. 





R. B. WESTOVER WILLIAM JORDAN 


American 
Safety Razor 


Watchmakers 
of Switzerland 


V. P. Strite, vice president and di- 
rector of sales, the American Safety Razor 
Corp., has announced the appointment of 
William C. Jordan as sales promotion 
manager. 


Sam Sampson, president of Swank, Inc., 
has announced the following appointments: 
Thomas G. Colley, representative in 
Detroit and Toledo, has been appointed 
district sales manager for New England, 
parts of eastern Pennsylvania and north- 
ern New York. He will headquarter in 
Boston. Robert Sobul, representative in 
Columbus, Dayton and Cincinnati, has 
been named district sales manager for 
Indiana, Michigan, Ohio, Kentucky and 
western Pennsylvania. He will headquarter 
in Cleveland. 


Russell A. Livingston has joined the 
sales division of the Parker Pen Co., 
Janesville, Wis., it was announced by 
J. N. Black, sales vice president. He will 
be in charge of desk pen set sales and 
his office will be in Janesville. 





Emerson Announces Attachments 
For Personal Radio Listening 


The Emerson Radio and Phonograph 
Corp., 111 Eighth Ave., N. Y., has an- 
nounced that truly personal radio l'stening 
is now available with either of two simple 
attachments to its model No. 808, a table 
radio, priced at $39.95 retail. 

They are an under-pillow and an ear- 
plug accessory, each optional at $10 extra. 
With these attachments, the listener re- 
ce:ves full radio enjoyment without dis- 
turbing anyone else. The ear-plug, for 
example, enables a partly deaf person to 
turn volume as high as he wishes while 
no one nearby will know the radio is play- 
ing. The under-pillow accessory is a par- 
ticular boon to the hospitalized person who 
does not wish to disturb fellow patients. 
It is equally adaptable at home. 
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Special Notices 


“Struation Wanted’’—Regular type only $1.50 
first 25 words: additional words, 10 cents per 
word. Heavy type $6.00; additional words 25 
cents per word. 

“Help Wanted”—*“Lines Wanted” and “Side 
Lines’’—regular type $3.00 first 25 words. Ad- 
ditional words 15 cents per word. Heavy type 
$6.00 first 25 words; additional words 25 cents 
per word. 

All other headings—regular type $6.00 first 
25 words; additional words 25 cents per word. 
Heavy type $10.00 first 25 words; additional 
words 30 cents per word. 

Name, address, initials, and abbreviations 
count as words, and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 20 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding month. 

To avoid unnecessary correspondence men- 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of recommendations. 


Jewelers’ Circular-Keystone 
100 E, 42nd St., New York 17 








Situations Wanted 





DEPARTMENT head, office manager, 
bookkeeper; responsible; steady. Ad- 
Gress “‘A., 1489,” care J C-K. 

EXPERIENCED, young, European watch- 
maker, wants steady position in New 








York or Metropolitan area. Address 
*“*M., 1602,” care J C-K. 
WATCHMAKER, experienced in bench 


and selling: gemological training, for 
New York City and vicinity. Address 
“G., 1478,” care J C-K. 

WATCHMAKER, experienced and reliable 
mechanic, seeks steady job in fine retail 
store in Midwest. Address “H., 1397," 
care J C-K. 


TOP diamond, jewelry retail salesman for 
New York Fifth Ave. jeweler, Miami, 
Florida, or Los Angeles. Address “G., 
1529/’ care J C-K. 

JEWELER, first class mechanic on 
platinum and gold; references; New 
York only. Address “W., 1623,” care 
J C-K. 

BOOKKEEPER, full charge, all phases 
office procedure, highly qualified and 
experienced; New York City. Address 
“C., 1553,” care J C-K. 

JEWELER; 12 years’ experience on 
platinum, gold; can do light special 
orders and repairing; some setting; 
wishes position: moderate salary. Ad- 
dress “T., 1450,” care J C-K. 

JEWELRY clerk, over five years with dia- 
mond and ring house, familiar with 
all type office routine that goes with 
this type position. Address ‘“‘A., 1523,” 
care J C-K. 

YOUNG man, 32, married, six years’ ex- 
perience, New York retail, presently 
employed, desires change for better op- 
portunities; best reference. Address 
“L., 1542,” care J C-K. 

SALESMAN, young, experienced, married, 
car, desires position with future New 
York City or nearby, inside, outside 
sales; salary, drawing; references. Ad- 
dress “H., 1479,” care J C-K. 

MANAGER, New York City, expert watch- 
maker, knowledge every phase business, 
progressive minded, go-getter, doesn’t 
blame bad business on the weather. Ad- 
dress “E., 1477,” care J C-K. 

ENGRAVER, expert, 30 years’ experience 
lettering, ornamental, carving; trophies 
a specialty; salary to start $85 per 
week; available now. Address “C., 
1534,” care J C-K. 

WATCHMAKER, 15 years’ experience; 
finest references; 38 years old; salary 
$100 week or percentage; preferably 
Virginia or nearby. Address, Maxie 
acacia 1421 Princess St., Alexandria, 
fas 






































EXPERIENCED top flight salesman on 
diamonds and watches; open for good 
paying job in reputable New Jersey 
store; bondable. Address “R., 1494,” 
care J C-K. 


WATCHMAKER, 30 years’ experience all 
types of watches; prefers working in 
importing house; foreman experience ; 
expert caser and repair man. Address 
“K., 1579,” care J C-K. 


BOOKKEEPER;; female, full charge, long 
experience, thoroughly conversant all 
details diamonds, jewelry industry; will 
relocate; New York, Chicago, Los 
Angeles. Address “A., 1570,” care J C-K. 


BOOKKEEPEER;; full charge; thoroughly 
experienced diamonds and jewelry; very 
competent, conscientious, personable; 
excellent references; New York City 
only. Address “F., 1527,’’ care J C-K. 


MANAGER;; well rounded, successful, ex- 
perienced sales, credits, collections, buy- 
ing, merchandising, promotions, dis- 
plays, advertising, stock control, per- 
sonnel co-ordination, store maintenance. 
Address “R., 1502,” care J C-K. 


WATCHMAKER, A.J.A.; Bradley gradu- 
ate; H.I.A. certified; seven years’ ex- 
perience; married; experienced in hand 
and machine engraving, desires employ- 
ment in Los Angeles area. Address “A., 
1507,” care J C-K. 


WATCHMAKER, 28 years at bench, wants 
permanent job with store or watch com- 
pany; have owned and operated store; 
44 years of age; for further informa- 
tion get in touch with me. Address “K., 
1561,” care J C-K. 


CONTROLLER -retail, installment chain 
background in merchandise and expense 
budgets, systems, store audits, machine 
accounting, taxes, retail and cost in- 
ventory methods. Address “T., 1548,” 
care J C-K. 


ASSISTANT to employer, thoroughly ex- 
perienced, diamond jewelry lines: capa- 
ble take charge small office ; bookkeeper, 
taxes, commissions, imports; handle 
stock ; secretary-correspondent. Address 
“J., 1560," care J C-K. 


STORE manager; fully qualified, finest 
references; subtle, live wire, asset to 
any growing business, desires good deal 
in progressive area; available January 
1955. Address ‘“M., 1417,” care J C-K. 


THOROUGHLY experienced every phase 
of retailing, cash, credit, management, 
buying, sales, seeks responsible position ; 
highest references; available January 1 ; 
Metropolitan area. Address “H., 1577,” 
care J C-K. 


BOOKKEEPEER-accountant; credits, col- 
lections, correspondence, costs and every 
phase of jewelry business; outstanding 
record with leading concerns: seeking 
responsible position. Address “E., 1315,” 
care J C-K. 


YOUNG executive; seeks position watch 
importer or wholesale jewelry; thor- 
oughly experienced; supervise watch 
production, repairs, purchasing, sales, 
office staff, correspondence; credits, 
billing, shipping. Address “B., 1588," 
care J C-K. 


YOUNG man, experienced proven diamond 
expert, ambitious and personable to 
assist owner in all phases of operations; 
desires position with wholesale diamond 
or jewelry firm; best references. Ad- 
dress “B., 1555,” care J C-K. 

DIAMOND assorter, young man, five 
years’ experience assorting many quali- 
ties, filling orders; can set up complete 
system of aSsorted goods; seeks posi- 
tion with loose goods house offering 
future; excellent reference. Address ‘‘V., 
1587,” care J C-K. 

MANAGER; complete knowledge of 
credit jewelry, windows, credits, dia- 
monds; well trained for good collection 
percentage, low inventory, good volume; 
desires position with credit concern pro- 
viding permanent future. Address “L., 
1498,” care J C-K. 

BOOKKEEPER: exceptional, up to gen- 
eral ledger; 10 years’ experience, watch 
firm; complete control large accounts 
receivable, National Cash Register 
#3000; billing and typing; heavy vol- 
ume worker; $75. Address “J., 1578,” 
care J C-K. 

SALESMAN, aggressive, age 35, single, 
have 12 years of experience in all 
phases of retail credit jewelry, sales, 
promotion, buying, display and credit; 
have managed jewelry units; can pro- 
duce results; would like to make con- 
tact with organization that offers a 
future. Address “C., 1509,” care J C-K. 



























































DIAMOND expert, 34, salesman and man. 
ager, nine years’ experience all phaseg 
selling, buying, assorting, merchandis. 
ing and promotions; interested in posi. 
tion with wholesaler or manufacturer: 
will consider traveling; will relocate: 
highest references. Address “D., 1554" 
care J C-K. . 





MANAGER, 12 years’ experience in al 
phases of jewelry chain operation, de- 
sires position as supervisor of small 
group of stores, or assistant to chain 
store owner of small group of stores: 
presently managing $250,000 unit: 
married; 32 years of age; will con. 
sider any location. Address “H., 1539," 
care J C-K. 








WATCH buyer, age 28, five years’ experi. 
ence as assistant watch buyer and watch 
department head for one of the largest 
jewelry chain stores in the country; 
thoroughly familiar with merchandising, 
styling and European imports; this ex- 
perience could be very advantageous 
for the right firm; excellent reference, 
Address “B., 1492,’”’ care J C-K. 








MANAGER-salesman; gemologist; asgo- 
ciate member, A.G.S., desires to change 
position; thorough knowledge of dia- 
monds and all fine lines of jewelry and 
watches; buying, grading, appraising, 
gem testing and identification; special 
order work ; window dressing; 28 years’ 
experience; high grade_ establishment 
only. Address “‘E., 1313,’’ care J C-K. 





MATURE man desires connection with 
reliable old line jewelry store as man- 
ager or with opportunity of becoming 
partner; have no money to invest, but 
thorough knowledge all phases jewelry 
business; operated own retail stores, 
also traveled as diamond _ salesman; 
college education, sober, gentleman, high 
class salesman; available January 1; 
inquiries solicited. Address ‘H., 1559,” 
care J C-K. 





“MR. CREDIT Jeweler” by answering my 
ad, I assure you of gaining the services 
of a most competent manager-salesman, 
experienced in every phase ; young, neat, 
personable and a “creator of sales”; 
can assume full responsibility and give 
you results, not disappointments; if you 
are seeking a top man in his field with 
the confidence, ability and “know how" 
to give you maximum effort, answer my 
ad. Address “A., 1552,” care J C-K. 





ATTENTION large jewelry manufacturer 
“or” top salesman wishing to go into 
business; I’m presently foreman of one 
of largest gold ring houses in New York, 
completely supervised production from 
cast to finished product; make own 
molds and cast; have hundreds of ring 
ideas; was formerly in own casting 
business and have “many, many” new 
molds ready for production if needed; 
I’m 35 years old with 15 years’ expert- 
ence and “rarin’” to go; interview will 
be appreciated. Address “C., 1589,” 
care J C-K. 


OUTSTANDING manager-salesman; 35; 
possessing unusual combination of ex- 
ecutive ability and superior salesman- 
ship; now have complete supervision 
unit doing $250,000 a year, 10 person- 
nel; full knowledge every phase credit 
jewelry business; including strong sell- 
ing, windows, promotions, newspaper 
and radio advertising, merchandising, 
credits, training of personnel; 17 years 
intensive experience in New York and 
Midwest areas; finest references; will 
relocate ; present income $10,000 yearly; 
full resumé on request. Address “B., 
1408,” care J C-K. 


ATTENTION Mr. Executive; looking for 
a good two right handed man to help 
you run your organization; have di- 
rected sales, purchasing, merchandising, 
advertising, sales promotions, proper 
training and supervision of sales per- 
sonnel for two jewelry chains both do- 
ing over one and one-half million an- 
nually; am seeking a change and only 
interested in joining an appreciative 
and progressive retail jewelry chain or 
individual organization seeking a top 
flight man; am 36 years old, married, 
with 17 years’ thorough jewelry in- 
stallment experience; can provide only 
the best references with past employers 
and responsible men of the trade; pre- 
fer Eastern location but may consider 
other location only if proposition 1!s 
good: starting salary, $12,500. Address 
“-)., 1525,” care J C-K. 
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Lines Wanted 


MANUFACTURER'S representative, over 
10 years’ experience, desires established 
line with real merit; strong jobber fol- 
lowing, Washington, Baltimore, Phila- 
delphia ; residence in territory. Address 
*K., 1615," care J C-K. 





SALESMAN, Southeastern States, wishes 
to add a good line to sell to jewelry, 
gift and department stores. Address 
“R., 1503,” care J C-K. 


SALESMAN to travel Virginia area, age 

~“"37, married and two children; have 16 
years’ experience in the jewelry busi- 
ness. Address “A., 1497,” care J C-K. 


WEST Coast salesman, desires factory 
line fine jewelry in gold and platinum ; 
genuine stones; commission basis. Ad- 
dress “C., 2946,” care J C-K. 


SALESMAN ; age 30, married; New York 
resident; 10 years’ experience diamonds 
and jewelry, desires diamond line; will 
travel; references. Address “K., 1600,” 
care J C-K. 


WEST Coast manufacturers’ representa- 
tive desires additional line to costume 
jewelry wholesalers, from Denver West. 
Stan . Gardner, 8235 Lankershim, 

North Hollywood, Calif. 


SALESMAN, successfully covering South, 
doing large volume, seeking top line for 
1955; have established customers de- 
partment, jewelry and wholesale fields. 
Address “V., 1609,” care J C-K. 


HAVE covered Virginias, Carolinas, Ten- 
neessee, Kentucky past eight years with 
one good line; can give good coverage 
to one more compact line that is estab- 
lished. Address “‘B., 1508,” care J C-K. 


SALESMAN, covering Midwest 15 years 
(large cities), experienced all lines, in- 
terested in manufacturers who have 
following above territory; drawing, 
ee Address “W., 1521,” care 
é.G-K. 


SALESMAN, seeks additional line; has 
following with material jobbers, whole- 
salers and jewelry chain stores in New 
York City, New York State, Ohio, Penn- 
sylvania and the East. Address “T., 
1586,” care J C-K. 


SALESMAN; fine jewelry, better store 
following, desires change; Eastern ter- 
ritory preferred; will consider other 
territory; available immediately; best 
jet ae Address “S., 1569,” care 


NATIONALLY acquainted salesman; 48; 
seeks better portable diamond line; 
mounted and semi-mounted; enviable 
knowledge successful merchandising: 
substantial draw. Address “F., 1537,” 
care J C-K. 


NEW ENGLAND salesman, with large 
and faithful following among retail and 
wholesale jewelers, desires established 
lines; experience guarantees complete 
coverage and increased volume. Ad- 
dress “J., 1540,” care J C-K. 


AVAILABLE present, California, Arizona, 
New Mexico, leading watch house rep- 
resentative, former diamonds, silver- 
ware, promotional, 15 years; top ref- 
erences; deal must be $15,000 or bet- 
ter. Address “D., 1321,” care J C-K. 


SALESMAN, with established retail clien- 
tele in New England (15 years), de- 
sires two non-conflicting factory lines; 
owing to excessive traveling costs can- 
not consider other than outstanding 
lines. Address “P., 1567,” care J C-K. 


CALIFORNIA salesman with nine years’ 
experience in retail store as salesman 
and manager, desires to travel, prefer- 
ably in Southern California, wiih suit- 
able line or lines. Address “A., 1382,” 
care J C-K. 


RETAIL merchant, with 25 years’ experi- 
ence, desires job as traveling salesman 
or factory representative, for nationally 
known company, needing representation 
in the Rocky Mountain States. Address 
‘F., 1592,” care J C-K. 


JEWELRY salesman with own showroom, 
jewelry repair shop, covering Maine, 
New Hampshire, desires factory lines 
of diamond rings, wedding rings, 
watches, jewelry; we are a new and 
growing concern. Address “J., 1490,” 
care J C-K. 


WANTED ; small novelty items; inter- 
ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise; have 11 
salesmen who cover entire country ex- 
clusively for us. Address “H., 2006,” 
care J C-K., 



























































RELIABLE mounting salesman, covering 
Middle West territory with large fol- 
lowing among manufacturers, whole- 
salers and chains, seeks connection with 
manufacturer; office in Chicago. Ad- 
dress “Circular 303,” Room 1420, Hey- 
worth Bldg., Chicago 2. 


WEST COAST representative, specializing 
in clocks to retail and wholesale jewel- 
ers and department stores, desires addi- 
tional manufacturers’ lines; will be 
available for interview in East during 
December. Address “W., 1550,” care 
J C-K. 

SALESMAN, long experience, familiar all 
manufacturers, jobbers, New York City, 
Newark, selling castings, mountings, 
wedding rings, desires reputable strong 
line of above or mounted line, diamonds 
or sundry lines; commission ; finest ref- 
erences. Address “C., 1522,” care J C-K. 

I AM looking for a highly competitive 
costume jewelry line for Chicago 
and vicinity; established office in 
downtown Chicago. Address ‘“Cir- 
cular 307,” Room 1420, Heyworth 
Bldg., Chicago 2. 

PACIFIC Coast sales representatives, es- 
tablished 22 years; tremendous follow- 
ing, want top lines; results assured for 
watch importers, jewelry and costume 
jewelry wholesalers, premium, P-.X.’s 
and ship service wholesalers. Address 
“C., 1612,” care J C-K. 

MANUFACTURER’S representative, 
Ohio resident, long established with 
strong loyal following among jewel- 
ers and department stores, desires 
strong manufacturer’s line. Address 
“G., 1558,” care J C-K. 

MR. MANUFACTURER; new markets, 
wholesalers, drug, novelty, tobacco, 
premium and sales contests, that use 
quantities and discount their bills; in- 
terested in metal stamped novelties, 
compacts, cigarette cases, jewelry, gold 
filled and otherwise; Middle West and 
Coast; will be East in December. Ad- 
dress “B., 1532,” care J C-K. 

GENTLEMAN, well known for many 
years among manufacturers of jew- 
elry and silverware; personal con- 
tact with tops using precious metals; 
capable salesman, publicity; refer- 
ence the best. Address “E., 269,” 
eare J C-K. 

NEW ENGLAND salesman_ available, 
presently employed; age 39, married; 
15 years’ successful sales experience; 
well known with following in this ter- 
ritory including important Boston ac- 
counts; interested in a top selling job 
with established reputable firm requir- 
ing capable, conscientious representa- 
tion. Address “R., 1566,” care J C-K. 

PACIFIC Coast salesman, 20 years’ 
experience, can handle one addi- 
tional line; prefer volume priced 
goods suitable for our established 
clientele of jobbers, chains and 
largest department stores. Address 

“K., 1374,” care J C-K. 
































JEWELRY line wanted, Midwest; com- 
panion line for America’s top pres- 
tige rhinestone jewelry line; cover 
top jewelry, department, women’s 
specialty stores, all towns 10,000 up 
population Midwest. Address “Cir- 
cular 306,” Room 1420, Heyworth 
Bldg., Chicago 2. 

SILVERWARE; can give substantial 
volume to the right manufacturer 
in following territory: Kentucky, 
Tennessee, Mississippi, Alabama, 
Louisiana, Texas, and Florida; pre- 
fer popular price silver plated and 
sterling hollowware lines; live in 
territory; travel by car; give con- 
stant repeated coverage; have strong 
following; all replies confidential. 
Address “C., 1493,” care J C-K. 





Side Lines 








OPPORTUNITY to add to your present 
line a full line of ladies’ white gold 
watchcases and attachments for dia- 
monds. Address “L., 1601,” care J C-K. 


WHY work for others; start your own 
wholesale business with two or three of 
our Masonic ring specials; for informa- 
tion write “D., 1573,” care J C-K. 


SALESMEN wanted to carry two small 
trays of plain and fancy wedding rings; 
all territories open; commission basis. 
Address “F., 1575,” care J C-K. 


SALESMAN, to carry exclusive side line 
of smokers and other gift items, ster- 
ling, gold filled and 14K; established 
territory New Jersey, New York City, 
Long Island. Address “G.G., 1582, 
care J C-K. 


MANUFACTURER of ladies’ fancy 14K 
gold mountings, want an experienced 
salesman to represent us in the Middle 
West, to the retail stores; state ex- 
perience. Address “T., 1608," care 
J 

















SALESMEN to carry fast moving, com- 
petively priced line jewelry boxes for 
leading manufacturer to wholesale or 
retail trade, on commission basis ; most 
territories open. Address “S., 1547,’ 
care J C-K. 


FAST-moving cultured pearl line; will 
only consider well established men; 
liberal commission; give all details and 
territory first letter; correspondence 
strictly confidential. Address “E., 1536,’ 
care J C-K 


SALESMAN, by an established manufac- 
turer of a fine line of ladies’ 14K ring 
mountings, for the Middle West; must 
have a following among ring users. Ad- 
dress “P., 1545,” care J C-K. 


MOST territories open, for salesmen to 
carry two small trays of ladies’ and 
men’s birthstone rings, also Masonic 
rings; commission basis. Address “E., 
1574,” care J C-K. 


SALESMAN, with established following 
amongst the jewelers, to carry a side 
line of advertised silverware, clocks and 
giftware, for New York, New Jersey, 
Long Island and Pennsylvania. Address 
“F., 1557,” care J C-K. 

















SALESMAN, covering Midwest territory, 
Chicago resident, aggressive, top flight, 
successful background, 20 years’ diversi- 
fied experience; department _ stores, 
leading retailers, chains, jobbers, cata- 
logue houses; large personal following; 
can produce results for established, re- 
sponsible manufacturer. Address “E., 
1591,” care J C-K. 

MANUFACTURER’S representative 
costume jewelry, with Los Angeles 
office, can give excellent represen- 
tation and complete coverage in 
Denver West territory; well estab- 
lished following with department 
stores, women’s specialty shops, gift 
shops, well rated jewelers; can really 
produce. Address “D., 1495,” care 
j C-K. 











SALESMEN, with established jewelry 
store following to sell English bone 
china cups and saucers and open stock 
of leading British makers; excellent 
territories open; give detail. Address 
“F,, 1480,” care J C-K. 


SALESMAN with following of better 
credit and cash retail stores, Middle 
West territory; we manufacture a line 
of ladies’ well made 14K fancy ring 
mountings for diamonds; commission 
basis; state experience. Address “S., 
1607,” care J C-K. 


SALESMEN to sell top quality watch 
band direct from manufacturer to re- 
tailer ; have substantial accounts; won- 
derful deal; submit complete informa- 
tion; territory desired. Cromwell In- 
ternational, Inc., 800 Fifth Ave., Brook- 
lyn 32, N. Y. 


(Continued on page 158) 
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SIDE LINES—Continued 








SALESMAN, with following in the Middle 
West, to represent manufacturers of 
fine line of ladies’ 14K gold jewelry; 
excellent opportunity for man with es- 
tablished following; non-conflicting line 
rot aaeede Address “K., 1541,” care 

C-K 


SALESMAN for Middle West, commission 
basis; two well established lines of 
silver, one novelties in die struck, com- 
mercial field, catering to special jobs; 
also first grade line plated hollowware, 
exceptionally heavy plate; established 
accounts. Address “W., 1624,” care 
J 4 








SALESMAN ; experienced, represent man- 
ufacturer, religious jewelry, gold and 
silver, excellent side line; territory, New 
Jersey, Washington, D. C., and Eastern 
Pennsylvania; car necessary; estab- 
lished accounts, commission basis; ref- 
erences. Address “E., 1556,’’ care J C-K. 

SALESMAN, with a non-conflicting side 
line of wedding rings, mountings, dia- 
mond engagement rings, emblems, etc. ; 
a good and quick selling line; give in- 
formation in detail, also the State that 
you cover and for whom you now rep- 
resent. Address “R., 1513,” care J C-K. 

SALESMAN, having following among 
better department, specialty and jewelry 
stores to carry a fine manufacturer's 
rhinestone and pearl line; territories 
open, Chicago and vicinity, Middle West, 
Pennsylvania and Texas. Address “A., 
1425,” care J C-K. 

SALESMAN: loose goods diamond man 
with established following among re- 
tailers, jobbers and chain stores in the 
Middle West and South, to carry a fine 
line of 14K bridal sets (unmounted) ; 
commission basis; give full particulars. 
Address “B., 1431,” care J C-K. 


SALESMEN wanted for Mid-western 
States to sell hand painted sterling 
enameled jewelry, barrettes, brace- 
lets, etc.; 20 per cent commission. 
F. A. Herman Co., 20 Belmont 
Place, Melrose Highlands, Mass. 


SIDE LINE salesman for popular priced 
and fast selling line of Swiss watches; 
nationally known; attractively pack- 
aged: priced to meet all competition: 
small line of only a few trays; give 
full details of territory, experience and 
references. Address ‘“‘A., 1475,” care 
5 <-3. 




















territories still open for salesmen 
carrying non-conflicting side line; 
give all details first letter; confi- 
dential. Address “D., 1535,” care 
J C-k. 

SALESMEN, sterling silver hollowware: 
good opportunity for the right man to 
contact department stores and jewelers: 
several choice territories open; give 
complete details of territory covered ; 
all applications will be held in strict 
confidence. Arrowsmith Silver Corp., 
132 W. 22nd St., New York 11, N. Y. 

SALESMEN, with established retail 
following to sell popular priced 
diamond rings, plain and engraved 
wedding rings, as a side line; in- 
quiries treated with utmost confi- 
dence. Address “F., 1150,” care 
J C-K. 

SILVERWARE or jewelry salesmen 
wanted, for Pacific West Coast, South- 
western and Southeastern territories: 
large reliable manufacturer of silver 
plated hollowware is open for repre- 
sentation ; have established trade: draw- 
ing account or straight commission: no 
objection to one side line. Address ‘‘A., 
1410,"" care J C-K. 

MANUFACTURER’S representative 
for Southeast and Southwest, to sell 
a strong quality line of lever and pin 
lever watches, also boudoir and 
travel alarm clocks; line is well ac- 
cepted; protected territory; liberal 
commission; present lines carried 
must be non-conflicting. Address “S., 


1517,” care J C-K. 










































































ESTABLISHED ring and jewelry manu- 
facturer, with national distribution, 
seeks two experienced men to cover 
retail and chain stores in Midwest 
and Southwest; excellent opportun- 
ity for the right men; replies in 
strictest confidence. Address “B., 


1487,” care J C-K. 


SALESMAN, with established trade in 
the Midwest and Chicago, to whole- 
saler, chains, and large users, wanted 
by manufacturer of a ladies’ mounting 
ring line; we make a diversified line of 
lock sets, princess rings, clusters and 
fancy rings in gold and platinum; we 
have trade throughout: commission 
basis; no objection to non-conflicting 
side line. Apply to, Wax & Skolnik, 
Inc., 62 W. 47th St., New York City. 


SALESMAN: for Southern States; rep- 
resent manufacturer established 40 
years; extensive line popular priced 
diamond bridal sets, fancy rings, 
men’s rings, ete.; we have wide 
established trade in South; experi- 
ence and personal following neces- 
sary; non-conflicting side line agree- 
able. S. Reiman & Sons, Inc., 64 
W. 48th St., New York 36, N. Y. 


SIDE line salesman for world’s finest 
Lemaire and Jason binoculars and 
promotions of same; sold by Amer- 
ica’s largest wholesalers and cata- 
logue houses, also premium dealers ; 
liberal commission; full credit in 
territory; for Denver to Pacific 
Coast; also man for South, Jake 
Levin & Son, 12th & Walnut Bldg., 
Kansas City, Mo. 














SALESMAN or representative wanted tor 
loose diamonds; must be capable of 
selling wholesalers and manufacturers: 
all territories open; write full details’ 
Address “C., 1485,” care J C-K. y 

WATCHMAKER, experienced; five day 
week; ideal working conditions jp 
Northern Ohio city; permanent job: 
state age, experience, salary expected. 
in first letter. Address ‘“R., 2165,” care 
J C-K 

DIAMOND setter and jewelry repair man. 
good workman, sober; permanent posi. 
tion in fine store; good working condi- 
tions; references; start soon, or Janu- 
ary 1. J. Ralph Tobin & Son, 204 §, 
Sixth St., Springfield, Il. 

SALESMAN, selling to retail jewelers, 
to carry manufacturer’s line of 
ladies’ and men’s stone and diamond 
rings; state territory and experience, 
Address “L., 1563,” eare J C-K, 

CHOICE territory including Ohio, Michi- 
gan, Indiana available for experienced 
salesman; this costume jewelry line is 
outstanding and well established in ter- 
ritory; drawing against high commis. 
sion; reply in confidence. Address “S§,, 
1619,” care J C-K. 

RING salesmen for our well Known better 
emblem rings, stone rings, and mount- 
ings for East, Midwest and West Coast; 
non-conflicting side line not objection- 
able; replies confidential. Goodman & 
Co., 42 W. Washington St., Indianapolis 
4, ind. 

YOUNG lady, assist in production depart- 
ment, handling setting, polishing, cus- 
tomers’ repairs, stock records; pleasant 
office, good salary; some typing neces- 
sary; some experience diamond ring 
house preferred. Address “O., 1501,” 
care J C-K. 

SALESMAN, to cover Indiana and Ohio; 
well established with specialized line of 
import and costume jewelry; some ex- 
perience and following necessary to 
call on jewelry and department stores; 
commission basis. Reply, “Circular 304,” 
Room 1420, Heyworth Bldg., Chicago 2. 
































Help Wanted 








JEWELER on special order work and 
production work: give information in 
detail. Address “B., 1515,” care J C-K. 





WANTED, two A-1 watchmakers; per- 
centage basis only. Address ‘‘T., 1460,” 
care J C-K. 





WANTED; A-1 jeweler, who can repair 
and set stones. Address “V., 1461,” care 
J C-K. 





JEWELER on special order work and dia- 
mond setting; good place to work: give 
full particulars in first letter. Address 
"VY. £516,” care J C-K. 





ORDER and repair clerk to handle shop- 
work: knowledge of merchandise, pick 
melee, grade diamonds; permanent posi- 
tion, Metropolitan New York; write de- 
tails of experience, ete. and list refer- 
ences. Address “W., 1488,’ care J C-K. 


JEWELER, A-1 mechanic with good busi- 
ness ability: fine position for a capable 
man: write in detail as to experience, 
married or single and where in the past 
employed. Address “G., 1514,’ care 

C-K. 


SALESMEN, following with jobbers, to 
carry complete line of fine quality 
leather, nylon, plaid and novelty watch 
straps; Midwest and Pacific Coast ter- 
ritories open. Address “B., 1524,” care 
J. CaK. 

SALESMAN, for Rocky Mountain States, 
carry side line of promotion line of 
diamond and stone rings; give terri- 
tory, experience and lines carried. Mr. 
Leo Davidson, Davidson & Sons Jewelry 
Co., 20 W. 47th St., New York 36, N. Y. 

MANAGER, with thorough knowledge of 
the business, for established credit store 
in Detroit, Michigan area: position avail- 
able in January; state age, experience, 
salary expected. Address ‘“R., 1546,” 
care J C-K. 


WEST COAST salesman, with follow- 
ing. to represent manufacturer of 
well known mounted line for better 
stores; references required. Address 


“J., 1599,” care J C-K. 























WANTED, jewelry salesman to travel with 
exclusive pearl and rhinestone line, Il- 
linois, Wisconsin, Minnesota, Towa and 
Missouri; we offer well known line, es- 
tablished territory : salary plus commis- 
sion; all replies held in strict confi- 
dence. Address “P., 1618,"" care J C-K. 

SALESMAN: one, New York City and 
vicinity : one, Chicago and West: better 
class ladies’ gold watch case line, both 
plain and diamond set; following among 
importers and jobbers New York City 
and vicinity. Avon Watch Case Co., 
168 Miller Ave., Brooklyn, Nee. 

LEADING manufacturer of ladies’ and 
men’s exceptionally fine 14K jew- 
elry, wants salesman with following 
in high class stores on West Coast. 
Address “C., 1572,” care J C-K. 











SALESMAN, calling on retail jewelers in 
Minnesota, Wisconsin, Iowa and ad- 
joining States, to carry manufacturer's 
line of diamond and stone rings: give 
complete information first letter. Mr. 
Leo Davidson, Davidson & Sons Jewelry 
Co., 20 W. 47th St., New York 36, N. Y. 

MIDWEST representative for national- 
ly known manufacturer of fine 
sterling silver hollowware; must be 
experienced and well known in the 
silver trade; give details; confiden- 
tial. Address “R., 1606.” care J C-K. 

PRESTIGE line; territories open to ex- 
perienced silvermen interested in future: 
line consisting of high grade sterling 
hollowware and flatware sold exclu- 
sively finer jewelry and_ department 
stores since 1886: must be available 
January 1: write for further particulars. 
Address “Y., 1625," care J C-K. 

SALESMAN, having following in Mid- 
dle West and South, to represent 
manufacturer of well known dia- 
mond line; prefer resident in that 
territory; references required. Ad- 


dress “H., 1598,” care J C-K. —_ 
SALESMAN wanted with following 


among wholesalers, material houses, 
chain jewelers, for high quality, low 
price watch band line in the South; 
all replies confidential. Address “M.. 
1499,” care J C-K. 
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SALESMEN ; old established and nation- 
ally known manufacturer of acetate 
packaged, popular priced, non-competi- 
tive sterling silver gift items, as well 
as hollowware and baby goods for gift 
shops, jewelers, department stores, has 
openings in Middle West and South ; 
commission basis. Address “N., 1544,’ 
cure J C-K. nee _ 
JEWELRY watch case foreman for 
ladies’ gold 14K watch case factory 
located New York City; exceptional op- 
portunity for right man; must be capa- 
ble of taking complete charge e; give full 
particulars first letter; our employees 
know of this ad; replies held con- 
fidential. Address ‘M., 1403,” care 
J C-K. - as _ 

SALES representative wanted for 
Pacific Coast territory to handle 
sterling silver and silver plated hol- 
lowware; must be experienced; 
state qualifications. Fisher Silver- 
smith Inc., 358 Fifth Ave., New 
York 1, N. Y. ; 

SILVER plated hollowware, short easy 
to handle promotional side line, wants 
manufacturers agents, or salesmen : all 
territories except West Coast and New 
Ixngland; very good tea sets; volume 
possibilities ; commission basis; all in- 
quiries will be acknowledged; no ob- 
jection other lines; write particulars. 
Address “V., 1622,” care J C-K. _ 

JEWELRY salesman; must be thor- 
oughly experienced, for real live 
jewelry and clothing store; $125 
weekly salary, plus commission on 
all sales; a real job for the right 
person. Zeff Bros., Inc., 715 Madi- 
son Ave., Covington, Ky. 


REPRESENTATIVE wanted for Pacific 
Coast territory for fine line of ster- 
ling silver hollowware; must be ex- 
perienced and well known in the 
silver trade; give details in applica- 
tion: confidential. Address “P., 
1605,” care J C-K. 

SALESMEN, with established following, to 
sell an outstanding promotional line of 
14K white gold diamond watches, with 
or without movements: diamond attach- 
ments; all diamond set crosses; wed- 
ding and diamond ring sets: also avail- 
able a well known, competitively priced 
good Swiss watch line; may be carried 
as side lines. Address “B., 1533,” care 
d C-K. : - 

SALESMEN, with following among re- 
tailers, wanted by importers of well 
known low priced, fine Swiss watch 
line and imported clock line, for 
New York State, Ohio, Texas and 
California. Address “G., 1538,” care 
_JCK. 

SALESMEN to call on retail jewelers 
with a manufacturer’s fine line of 
diamond set and unset 14K dinner 
rings, together with bridal sets, and 
gents’ mountings; special considera- 
tion to right man. Address “‘N., 


__ 1580,” eare J C-K. 


SILVERWARE salesman with strong 
following in better gift shops, 
jewelry and department stores, to 
represent nationally known plated 
hollowware manufacturer for Okla- 
homa, Arkansas, Texas and Louisi- 


ana, Address ‘ ‘J., 1376,” care JC -K, 


MIDWEST representative . for nation- 
ally known watch concern; must 
have Chicago office with Al follow- 
ing and be well known in territory; 
correspondence confidential. Write, 
Lucien Piccard Watches, Inc., 37 
__W. 47th St., New York, N. Y. 


SAL ESMAN, Southwest territory, ‘for a 
line of agence priced sterling silver 
hollowware: we have many established 
accounts in the area and are seeking a 
salesman who is currently making this 
territory at least three to four times a 
year; no objection to carrying a non- 
competing line; this is an opportunity 
for a wide-awake salesman. Address 
“F., 1613,” care J C-K. 
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SALESMEN wanted, to carry short, 


high lighted ladies’ and men’s dia- 
mond mounting line for jobbers; 
all territories including New York 
Metropolitan area open; can be car- 
ried as side line; good commission 
basis. Address “V., 1520,” care 
J C-K. 





WANTED salesmen, loose diamonds: lead- 


ing diamond concern seeks several able 
men; we are looking fur jewelry sales- 
men, preferably with loose diamond ex- 
perience, who are go-getters and who 
expect their efforts to be rewarded; if 
you are looking for a permanent, self- 
satisfying and financially rewarding 
position, answer by mail attention ‘““W” 
and give details. Harry Winston, Inc., 7 
E. 51st, St., New York. 





WATCH salesman; nationally adver- 


tised and distributed watch line 
needs top salesman for New York 
City area; excellent remuneration; 
watch selling experience preferred ; 
our men known of this ad; reply 
in confidence. Address “E., 1526,” 
eare J C-K, 





SALESMAN wanted by well established 


jewelry firm, sell gold and platinum di- 
amond jewelry to retail stores in Texas, 
Louisiana, Mississippi, Alabama, Okla- 
homa, Arkansas, Georgia; must have 
following to supplement our present ac- 
counts in these States: only salesmen ac- 
customed’ to high earnings need apply; 
give jewelry background and approxi- 
mate earnings in first letter. Address 
“A., 1584,” care J C-K. 








SAL ESM AN wanted : 


SILVERWARE salesman, with strong 


ESTABLISHED and well known dia- 


mond importers desire services of 
a midwestern representative, with 
following among the better stores, 
for loose and outstanding line of 
platinum and gold mountings; no 
bunch rings; replies held confiden- 


tial, Address “A., 1610,” care J C-K. 











nation: ully known 
manufacturer of diamond ring mount- 
ings and engraved wedding rings for the 
wholesale and chain store trade, has 
opening in the South and Southwest for 
“a man who can prove record of success- 
ful selling in the territory; line is ex- 
tensively backed by advertising and 
prometional material; our line merits a 
top-notch man only; replies confiden- 
tial. Address “K., 162 1, ¢ care - J C-K. 











following in better gift shops, 
jewelry and department stores, to 
represent nationally known plated 
hollowware manufacturer for - Vir- 
ginia, West Virginia, Carolinas, 
Georgia, Florida and Alabama. Ad- 
dress ss “H., Ista” care J C- K. 











TOP opportunity for four top sales- 


men; here’s a lifetime opportunity 
for four jewelry salesmen accus- 
tomed to substantial earnings; men 
who understand the retail jeweler’s 
problems; see our ad on page 32. 
Flex-Let Corporation, 580 Fifth 
Ave., New York 36, N. Y. 





SALESMEN ; 








long established stone 
ring firm with fast moving, na- 
tionally known line and retail trade 
following, has openings in Penn- 
sylvania, Virginia, West Virginia, 
Ohio and _ Southwest territories; 
write giving qualifications and back- 
ground; replies confidential. Ad- 


dress “B., 1626,” care J C-K. 





SALESMEN, well established wholesaler 


seeks only experienced representatives 
for first class costume jewelry line, ex- 
ceptionally strong, versatile, nationally 
known, for Ohio, Michigan, Wisconsin, 
Minnesota, Dakotas, Pennsylvania, Bal- 
timore and surrounding area; generous 
commission plus bonus to right party 
known in this territory to prominent 
jewelers, department stores, specialty 
shops, ete. Address “D., 1483," care 
-K. 





SALESMAN; manufacturer of gold and 


gold filled jewelry celebrating its 
50 anniversary has established terri- 
tory available; excellent opportunity 
for high calibre man calling on better 
retail jewelers and department stores 
in Carolinas, Virginias, Kentucky 
and Tennessee; all replies confiden- 
tial. A. & Z. Chain Co., 116 Chest- 
nut St., Providence, R. I. 





SALESMEN wanted to represent out- 


standing diamond ring manufac- 
turer, selling to the better credit 
stores and quality cash jewelers; 
diamond experience preferred; ex- 
perience selling kindred jewelry 
lines acceptable; territory Middle 
West; representative must reside in 
territory; if you qualify write con- 
fidentially, giving full details. Ad- 
dress “D., 1359,” care J C-K. 











OLD established diamond ring house 


that has ready acceptance, has sev- 
eral territories open, South, Middle 
West and New England; no aspir- 
ants; very liberal drawing account 
against commissions; liberal com- 
missions; our men know of this ad; 
all information kept in strict con- 
fidence. Address “M., 1455,” care 
J C-K, 








EIGHT, half tray, oummpant quick sell- 


ing line; manufacturer to retailer 
and department stores; consisting of 
ladies’, men’s and children’s birth- 
stone and onyx rings; ladies’ and 
gent’s zircon rings; wedding rings; 
commission basis, plus bonus; give 
full particulars; most territories 
open. Address “M., 1617,” care 
J C-K. 





NATIONALLY known manufacturer 


of complete and comprehensive line 
of hollowware, flatware and _ gift- 
ware in Goldenray®, solid golden 
colored metal, has territories avail- 
able in Southeastern, Midwestern 
and Central States; only established, 
competent men with strong follow- 
ing among better jewelers, gift 
shops and department stores will be 
considered; commission basis. Ad- 


dress “H., 1614,” care J C-K. 





SALESMAN; West Coast territory, or 


part thereof for a line of popular ster- 
ling silver hollowware; our line is very 
well placed throughout the territory 
among jewelers, department stores and 
gitt shops, and we can offer a salesman 
a fine opportunity for substantial earn- 
ings, we are seeking a man who is well 
known in the territory and can give us 
the intensive cgeverage we have had pre- 
viously ; we can also offer to the same 
man our new line of highly polished 
brass hollowware which has recently 
been introduced ; please furnish us com- 
plete details as to background, experi- 
ence, and other lines carried. Crown 
Silver, 366 Fifth Ave., New York City. 








SUCCESSFUL chain wants managers 


for large new stores to be opened 
in the South; besides top salary 
draw, 25% common stock interest 
will be issued to the manager, to 
be paid for out of his share of the 
store earnings; only men who un- 
derstand every phase of credit jew- 
elry operation and have record of 
successful large store management 
will be considered; all replies held 
in strict confidence; our present 
managers known of this ad. Address 


_ “HL, 1737,” care J C-K. 





(Continued on page 160) 
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(Continued from page 159) 








HELP WANTED—Continued 





SALESMEN wanted to represent 56 
year old, reputable diamond ring 
manufacturer with the most com- 
plete and promotional ring lines in 
America; opportunity unlimited for 
three top bracket salesmen, with 
established following in West Coast, 
Southwest, or Southeast; for im- 
portant details, see pages 40 and 41 
of the November issue of Jewelers’ 
Circular-Keystone. K. Polishook & 
Son Corp., 216 E. 45th St., New 
York 17, N. Y. 


IF you’re what they call a darned good 
man, here may be just the opportunity 
you’ve been looking for, managing a 
fine modern credit jewelry store doing 
a large volume in a lovely scenic town 
of 50,000 in Southern New York State; 
you must be thoroughly experienced in 
every phase of store management ; you’re 
between 38 and 50, you want a perma- 
nent happy association with a healthy 
future; we have three stores; we have 
two swell managers ; we need one more; 
if you think you fill the bill then write 
in confidence stating age, experience, 
salary record; thank you. Ed Freed, 
care of Alpert’s, Elmira, N. Y. 


GENERAL manager; one of America’s 
most successful chains, long estab- 
lished and located in the Midwest, 
seeks a top notch executive, one 
who fully understands inner pro- 
cedure of large credit jewelry oper- 
ation; must major in purchasing, 
promotional and advertising and of 
business; applicant’s reply will be 
treated in strict confidence; please 
include personal statistics, salary re- 
quirements and complete resumé of 
your background. Address ‘“‘B., 
1476,” care J C-K. 








For Sale 


Stocks and Businesses 





Stores, 








JEWELRY store, small, established al- 
most 50 years, in Central New Jersey; 
opportunity for watchmaker; easily fi- 
nanced; illness. Address “G., 1576,” 
care J C-K. 


FOR SALE, cash jewelry store, Central 
Massachusetts; excellent location: ex- 
cellent stock and fixtures; established 
50 years; can be bought right; impaired 
health reason for selling. Address “H., 
1530,” care J C-K. 


FOR SALE; combination gift - jewelry 
store and watch repair business; new 
Connecticut store; good lease; clean 
stock; established two years: illness 
reason for selling. Address ‘“‘T., 1519,” 
care J C-K. 


FOR SALE; well established jewelry and 
gift store; quality stock, attractive fix- 
tures, fine repair department; one of the 
best locations in rapidly growing Colo- 
rado Springs; owner wishes to retire. 
Address “N., 1603,” care J C-K. 


RETAIL jewelry store in Central New 
York, established 76 years; has best cor- 
ner in town; franchises for Gorham, 
Lunt and Towle silver; carry Gruen, 
Elgin and Hamilton watches; $25,000 
cash. Address ‘“‘A., 1531,” care J C-K. 


JEWELRY store, available January 1: 
modern, well established store in excel- 
lent New York City location, built-in 
Mosler vault; will sacrifice with or with- 
out stock: other interests force sale. 
Address “G., 1593,” care J C-K. 


JEWELRY store in Rocky Mountain vear 
around resort town; ranching, oil, and 
mining area; same store location 37 
years with the best jewelry lines and re- 
pair business: $20,000 cash. Address 
“B., 1571,” care J C-K. 























| 





TWENTY-EIGHT year established jew- 
elry store, heart of New York; good re- 
pairing; five-year lease; owner wishes 
to retire; asking $10,000 complete with 
stock, $5000 without stock. N. Bass, 74 
W. 37th St., New York. Tel. Ch 4-1196. 

FOR SALE; modern cash jewelry store, 
excellent location; fine stock and fix- 
tures; established over 50 years; can 
be bought right; reason for selling, im- 
paired health; city of about 40,000, in 
Ohio. Address ‘‘J., 2436,” care J C-K. 

JEWELRY and gift shop combined in 
Tampa, Florida, cash and credit; fine, 
clean stock; enjoying A-1 reputation ; 
very good repair business; excellent 
location; all major lines. Address “C., 
1409,”’ care J C-K. 

COMPLETELY equipped jewelry factory, 
manufacturing gold wedding rings and 
mountings for over 60 years, for sale; 
over 2000 active accounts; exceptional 
opportunity for interested party; can 
be obtained at fraction of value. White 
Rose, 45 Rose St., New York. Di 9-2490. 

SMALL modern jewelry store located in 
high class shopping area in Southern 
city of over 125,000; very reasonable 
rent with g6od lease; ideal for individual 
operation or chain; sacrifice for $3000 
cash; new birch fixtures and clean 
stock ; reason, impaired health. Address 
“Tr ., 1505,” care J Ce-K. 

MODERN, exceptionally beautiful, air- 
conditioned store in small growing in- 
dustrial town in Connecticut; 100% lo- 
cation, long lease, top franchises; ex- 
cellent business, mainly cash; buy with 
or without stock ; $10,000 without stock; 
will consider trade with A-1 store in 
Arizona. Address “G., 951,” care J C-K. 


BEAUTIFUL modern store in Northern 
Pennsylvania; clean stock, top lines, 
long lease; gross $20,000 year; 
price approximately $15,000; ex- 
ceptional opportunity for watch- 
maker and wife. Address “L., 1616,” 
eare J C-K, 























COMPLETE set of store fixtures for sale: 
seven wall cases 74% ft. high, six footerg 
each, 26 inches deep; two curve show 
cases, three ft. eight inches long; three 
% ft. high, twenty inches deep; six’ 
six footers show cases, 20 inches deep, 
three ft. nine inches high; one curve, [. 
shape, made for cashier's office, seven 
by seven feet, 24 inches wide, 3% ft 
high; one repair bench, five ft. long, 
three and half ft. high, 20 inches deep: 
fixtures take space 42 ft. long trom 
front door to rear and are 18 ft. wide 
also repair rack in the wall; one tale 
for center of store, five ft. long, 20 in 
wide; with these fixtures come waij 
panel, same height as the fixtures com. 
plete with molding trim; one posting 
National cash register; one double door 
safe, three and half feet wide, 20 jn. 
deep, 5% ft. high; outside Neon clock: 
one file cabinet ; two window Neon signs 
with two transformers. Hart Jewelers. 
7028 W. Warren Ave., Detroit 4, Mich. 


ee ee 





Wanted to Purchase 





WANTED; used engraving machine, 
model GM or GT, preferably. Wire, P. 
J. Huneycutt & Co., Albemarle, N. C. 

CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, ete. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 

CASH for watches, movements, solid gold 
cases, watchmakers’ lathes, motors, 
cleaning machines, timing machines, 
staking tools, etc. T. D. Sweazey, 2320 
Milwaukee Ave., Chicago 47, Ill. 

ESTABLISHED jewelry store wanted, 
100% location, doing over $65,000 an- 
nually, with leading lines in sterling and 
watches; state full particulars in first 
letter. Address ‘‘M., 1543,” care J C-K. 














HIGH grade jewelry store, modern, very 
clean stock, store established 23 years, 
100% location, can give long term lease ; 
fine line china, crystal and jewelry, 
watches, silverware, diamonds, etc.; 
owner at retirement age; location 
Northeastern Ohio, town 15,000; most 
highly industrial town in Ohio per 
capita ; $45,000 stock, fixtures, accounts; 
terms cash; no brokers. Address “J., 
1248,” care J C-K. 

FOR SALE; high grade jewelry store in 
County seat town in Central Michigan 
on two main highways; farming and in- 
dustrial town of 6,000; all major fran- 
chised lines; Towle, Gorham, Lunt, In- 
ternational and Heirloom silver; Lon- 
gines Wittnauer, Bulova, Gruen, Elgin 
and Hamilton watches; Fostoria-Heisey 
and Imperial glassware: Haviland and 
Franciscan china; all clean stock; will 
sell for $36,500: will reduce stock to 
suit; up-to-date repair department, with 
Watchmaster, etc.; owners have other 
interests. Address “D., 1510,” care J 
C-K. 

FOR SALE, real money maker, town’s 
(population 25,000) largest credit 
jewelry store, 100% location, 28 
years of successful operation; ultra 
modern front; new blond oak fix- 
tures; air-conditioned; excellent 
lighting; grossed over $200,000, 
1953; reasonable rent; will sell at 
cost fixtures, machinery, equipment 
without merchandise. Tipton’s 
Credit Jewelers, 9 E. Main, Shawnee, 
Okla. 








For Sale 


Tools, Equipments 








USED tools, benches, lathes, cleaning ma- 
chines, staking tools, ete. R. P. Gallien, 
220 W. Fifth St., Los Angeles 13, Calif. 

TOOLS, equipment, complete new plat- 
ing plant, gold, silver, nickel, copper, 
hundreds buffs, scratch brushes, 
plies, three new Green rectifiers, 
ers, vats, $3,000: write details. 
George Jewelry, Thibodaux, La. 





Moses 








STERLING silver flatware and standard 
brand watches; immediate payment or 
estimate by return mail; references 
Jewelers Board of Trade or Dun & 
Bradstreet. London Watch Co., 540 ith 
Ave., New York 36, N. Y. 

WANTED; interested in buying cash 
jewelry store (not repair shop) with es- 
tablished reputation; will pay highest 
possible price; prefer Northeastern 
United States; replies confidential. Ad- 
dress “E., 599,” care J C-K. 


INDIVIDUAL interested in buying old 
established jewelry store with good 
reputation, excellent location and han- 
dling ail lines: prefer medium. size 
town in East, South or Middle West; 
to take over in January; cash proposi- 
tion; replies strictly confidential. Ad- 
dress “G., 1365,” care J C-K 

WATCHES and diamonds wanted; any 
quantity; all brands; highest cash 
prices paid; we also buy surplus 
jewelry, rings and diamond jewelry, 
diamond rings, etc.; correspondence 
invited; references: The Houston 
National Bank of Houston, Texas 
or Dun & Bradstreet, Inc. Diamond 
Jewelry Co., 2nd Floor Melrose 
Bldg., Houston 2, Texas. 


$$$ WE pay cash for watches, dia- 
monds, silverware, rings and small 
appliances any quantity, excess 
stocks, or complete stocks; also 
scrap gold, silver and _ platinum; 
check by return mail. References: 
Dun & Bradstreet Inc., Houston 
National Bank. Leo Frank Jewelry 
Co., 607-8-9 Chronicle Bldg., Hous- 
ton, Texas. 

WE pay cash; send us your surplus 
jewelry stock; we will pay the 
highest possible cash dollar for dia- 
monds, watches, silverware, scrap 
gold, or any other jewelry; acknowl- 
edgment of your shipment same 
day by phone; our check to you 
within 24 hours. R. A. Zanone Co., 
81 Madison Bldg., Suite 701-2-3, 
Memphis, Tenn. References: Union 
Planters Bank, Memphis, Tenn. 
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CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver. gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National 
Bank of Commerce, Memphis, 
Tenn.; Jewelers’ Board of Trade, 
Dun & _ Bradstreet. Weinman’s, 
Dept. K., 108 Beale Ave., Memphis, 
Tenn. 
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Business Opportunities 








EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Lusiness Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 


GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 








See page 143, Thomas J. Faussett, 
Auctioneer, 521 Fleming St., Howell, 
Mich. 


WANTED ; first class engraver interested 
in buying outrite/or half interest in 
established business in Miami, Florida. 
Write to, H. Tamme, 707 Prof. Bldg., 
Miami. 








JEWELRY manufacturer, many years es- 
tablished, doing a nice business, will 
sell outright or accept a partner who 
possesses a thorough knowledge in the 
manufacturing of jewelry; will require 
to start $50,000: give information in 
detail. Address “‘T., 1512,” care J C-K. 


SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write 15-17 Maiden Lane, 
New York. Telephone Rector 2-5928. 


M. C. MAXWELL, exclusive jewelers’ 
auctioneer; guaranteed profits; all 
correspondence strictly confidential. 
101 South Raleigh Ave., Atlantic 
City, N. J. Phone 4-7231. 


COLMES BROS., cash buyers and 











liquidators of jewelry stores; inter- 


view arranged at our expense; best 
bank and trade references. Write, 


Max Colmes, Room 333, 18 Tre- 


mont St., Boston, Mass. 


AUCTION sales conducted in a dignified 
manner or the new method action sale; 
no license or restrictions in conducting 
action sales; 30 years’ experience; full 
particulars on request; an outstanding 
Pacific Coast organization to serve you. 
Wire or write, S. Amster & Associates, 
512% So. Main St., Los Angeles, Calif. 








AUCTIONEER; 8 successful sales con- 


ducted in 1953; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6748 N. Ashland Ave., 
Chicago 26, Briargate 4-7303. 


IT’S cheaper than casting your own; I’m 
going into the gold ring casting busi- 
ness the first of the year and I’m in- 
terested in casting for one large firm 
exclusively; over 10 years’ experience 
with largest firms; once ran own casting 
buriness; honest; molds will be com- 
pletely protected and kept exclusive; 
also have own molds from former busi- 
hess. Address “D., 1590,” care J C-K. 














CASH for your store, regardless of 


amount; if you really want to sell 
now and get the highest dollar write, 
wire or phone R. A. Zanone & Co., 
81 Madison Bldg., Suite 701-2-3, 
Memphis, Tenn. Phone 5-0660. 





OLD established watch attachment 


manufacturing company has open- 
ing for partner or will sell outright; 
wonderful opportunity for right 
party; it would require about $50.- 
000; we will not answer unless full 
information is given in detail. Ad- 


dress “N., 1500,” care J C-K. 





WILL pay cash to any established 


jeweler, dollar for dollar, for stock 
and fixtures, or will conduct auc- 
tion sale for you and finance any 
necessary funds needed for a suc- 
cessful sale; our long record in con- 
ducting auction sales is well-known 
in the trade. Louis Colmes, 637 
Scranton Ave., Lynbrook, N. Y. 
Tel.: Lynbrook 3-8044. 





WANT to sell out, raise cash, reduce 


stock, ete.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures, for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 420 Madi- 
son Ave., New York. Telephones 
PLaza 8-2110-2111. 





IMMEDIATE cash _ for 


diamonds, 
watches (new or used), antique 
pieces, or anything of value; plati- 
num and old gold at market prices, 
sterling silver, new or used; we have 
unlimited cash for this purpose; 
write, wire or call at our expense; 
references: Jewelers Board of 
Trade; shipments held for your ap- 
proval of payment; since 1919. 
Harry Elkins & Co., 59 E. Madison 
St., Chicago 3, Ill. Randolph 6-7390. 





AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and 
enjoy a good reputation; I will take 
stock over as a going, or going-out- 
of-business; not interested in any 
credit stores; have bought and sold 
over 100 stores in my 40 years of 
business; all correspondence held in 
strict confidence. Herman Kimmel, 
48 W. 48th Street, Room 1309, New. 
York, N. Y. 





DO you need cash? Examine our 


guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished 
this amazing result for over 200 
jewelers in the last two years alone; 
their thankful letters are in our 
files for your inspection, Wire, 
write or telephone, Manny Silver- 
man, of Silverman Sales _ Enter- 
prises, 580 Fifth Ave., New York 
19, N. Y. Telephone PL. 7-4693; 
See page 77 for additional details. 


To Let 
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W. 48th St., New York, large, light 
office, separate entrance, separate exit; 
watchmaker, setters, engravers; $60. 
Plaza 7-7142, Mr. Greenstein. 


Watch Work, etc., for 
the Trade 





ONE week’s service; one year guaranty ; 


expert watch repairing, accurate Watch- 
master timing; reasonable prices. Fred 
ake 48 W. 48th St., New York 36, 





COMPLICATED and plain watch repair- 


ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





SPECIALIZING _ in 


repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 





BOSTON, Mass.; expert and guaranteed 


watch repairing; Watchmaster tested ; 
prompt service; prices on request; mail 
orders invited. David Migdal & Co., 
109-B Summer St., Tel. Hu 2-9547. 





COMPLICATED and regular repairs ac- 


cepted for complete or partial work; 
trade list on request; chronographs 
cleaned and mainspring $7.50. Howard 
Simon, Huron St., Lake Ronkonkoma, 
ae Es 





CHRONOGRAPHS cleaned, $6.50, postage 


prepaid; competitive prices on all re- 
pairs on request; Watchmaster timed ; 
week service: year guarantee. Time 
Craftsmen, 6643 Oakland St., Phila- 
delphia 49, Pa. 





MODERN watch repair service; humidity 


controlled, dust free shop; staff of 
highly qualified experienced repairmen ; 
work electronically timed and adjusted ; 
automatic and chronograph watches our 
specialty; waterproof watches sealed 
in condensation free air; 5-day service ; 
work fully guaranteed for one year. 
Ed Falkenhayn, 6266 N. Leona Ave., 
Chicago 30, Ill. 





TWENTY-FIVE years’ experience in 


fine watch repairing, chronographs, 
all complicated watches; free case 
polishing; Watchmaster assures ac- 
curate timing; work guaranteed; 
speedy service price list upon re- 
quest. H. Spielman Co., 9 Maiden 
Lane, New York 38, N. Y. 








Special Order Work and 
Repairs for the Trade 





PHOTOGRAPHY on gold, silver, or plati- 


num; book locket miniatures our spe- 
cialty. Carman Art Co., P. O. Box 6 
Brightmoor Station, Detroit 23, Mich. 





STONE 


encrusting, engraving and 
drilling; precious and semi-precious 
stones furnished and cut to fit your 
rings; lodge and fraternal emblems 
encrusted; coats of arms; special 
jobs invited. Harry Braunfeld, 108 
Fulton St., New York City. 





Miscellaneous 








WATCHMAKERS’ JOURNAL; contains 


valuable information for watchmakers 
and students; $1 year; sample copy 
20¢. Dean Co., 7% N. Atlantic Ave., 
Daytona Beach, Fla. 
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It Costs No More To Give More— 











If You Give The Bonus In Savings Bonds! 


If your company is one of the more than 45,000 com- 
panies that have the Payroll Savings Plan you know 
what your employees think of Savings Bonds—they 
spell it out for you every month in their Savings Bond 
allotments. 


If you don’t have the Payroll Savings Plan, and are 
wondering whether your people would like to receive 
their bonus in Bonds, here are a few significant facts: 


—every month, before they get their pay checks or 
envelopes—8,500,000 men and women enrolled in 
the Payroll Savings Plan invest $160,000,000 in 
U. S. Savings Bonds. 


—Payroll Savers hold their Bonds: In the three 
years since the popular E Bond commenced to 


mature (May, 1951 to September, 1954) over 
$14,000,000,000 have come due. Throughout 
this period approximately 75% of the maturing 
bonds were retained by their owners under the 
automatic extension plan. 

—on September 30, 1954, the cash value of Series 
E and H Bonds—the kind sold only to individuals 
—totaled 37.8 billion dollars, a new high. 


To the Payroll Saver, and to the man who buys his 
Bonds at a bank (because his company does not provide 
the Payroll Savings Plan) a One Hundred Dollar 
Savings Bond looks bigger and better and is bigger and 
better, than a check for $75. Make this a merrier 
Christmas for every employee. Give the gift that keeps 
on giving. 


The United States Government does not pay for this advertising. The Treasury Department 


thanks, for their patriotic donation, the Advertising Council and 
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GET INTO HIGH GEAR—YOUR COMPETITOR IS 





Have you noticed all those automobile ads? 
Who could avoid them—or resist their 


tempting invitations to see the new cars! 


We couldn’t. 

So we found ourselves driving up to the 
showroom in our well-preserved 1952 model. 

We looked at the new ones... 

We then ambled out—to find our own car 
now looking like an entry in the antique auto 
derby. 

The current, glamorous merchandising battle 
of the automobile giants, dramatized by im- 
pressive advertisements and backed by the 
most exciting pieces of automobile merchan- 
dise released in a decade, may or may not 
result in casualties among automotive man- 
ufacturers. 

But, it is certain that those millions and 
millions of additional dollars which will be 
diverted into automobile agencies as the re- 
sult of the big drives, will be just that much 
not going into the other businesses “down 
the street.” 

It is hardly necessary to point out that this 
will have an influence on the public’s inclina- 
tion to buy jewelry store items. To under- 
stand the possible extent let us look back over 
the past five years and see how the jeweler has 
fared in maintaining his competitive position 
as regards getting his share of the consumer 
dollar. 

The average personal disposable income of 
the American public during the years 1946-7 
and 8 was $170 billions. During those years 
the public spent an annual average of $1.2 
billions in jewelry stores. 

In 1954 the disposable income increased to 
$250 billion—50% in five years. Yet in the 
same period the volume of the jewelry busi- 
ness increased $1.4 billion—only 20%! 

The jewelry business has not therefore, dur- 
ing the past five years, maintained its com- 
petitive position in getting its share of the 


consumers’ spendable dollar. 
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Now, here we are in the middle of Novem- 
ber, at the threshold of the season on which 
we depend for 30% of our annual business, 
and every major automobile company releases 
its tempting new models in a burst of public- 
ity, unequaled in the history of that business. 
(Traditionally the release date for new cars 
is January.) Never before has our industry 
been faced with such fiercely timed compe- 
tition from its major competitor. 

This observation is not cause for panic by 
jewelers. It is, however, sufficient reason for 
alertness and extra effort. 

This extra effort should take the form of 
more personal contacts—more telephone calls 
—more newspaper advertising—more mailings 
—more merchandising specifically designed 
to induce more men into the store—more care- 
ful effort applied to windows—more enthusi- 
asm and more knowledge instilled in sales- 
people. Every effort should be made to see 
that stock is fresh, bright and appealingly 
displayed. And perhaps most important, that 
the warm personal friendliness of the jeweler 
is brought into play along with the application 
of his technical skills. 

All these services and every other conceiv- 
able, honest device of merchandising and sell- 
ing must be applied by the jeweler if he is to 
compete with the concerted efforts of the in- 
dustrial giants in other fields who are out to 
get a bigger share of the consumers’ Christmas 
dollar. 

You, Mr. Jeweler, still have the inside track, 
but this year is your year to “run scared.” 
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Early planning pays off—and this is the time to 
plan your “1847” Reorder Service for inactive 
patterns! Start in January by offering your 
customers the opportunity to fill in and com- 
plete treasured 1847 Rogers Bros. sets, bought 
years ago. 

It’s a proved spring traffic-maker (this year 


dealers used it to set sales records!) and a 
natural selling ‘‘opener’’ for new °*‘ 1847”? sets! 


So order your Reorder Service display now! 
Handsome wood and velveteen unit, pictured 
above, includes fifteen spoons (value $13.50) 
-.. you buy it all (display includes spoons at 
no charge) for only $7.95, complete! 


lesteryear 
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1847 ROGERS Bagg 











Plan your promotion now for biggest returns! 


Order this display, for only $7.95, 
for your January-February promotion 


Order through your “1847” representative, 
your approved “1847” wholesaler, or direct 
from The International Silver Company, 
Meriden, Conn. Tie in with February color 
page in Ladies’ Home Journal, on newsstands 
January 27. 


1847 





1847 ROGERS BROS. 


America’s Finest Silverplate 


A Product of The International Silver Company 
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and best wishes. for 1955. = 
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